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Rough Proofs 


Some city people, say the apple 
promoters, have never eaten one. 
Maybe they’ve found out how much 
better apples are when taken in 
liquid form. 

oo 


And it’s just possible that the rea- 
son city people don’t all know apples 
by personal experience is that they’ve 
been hearing so much about oranges. 
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Life reports cheerfully that it has 
been losing $50,000 a week on the op- 
eration. But the publishers seem to 
be having the Life of their Time. 
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Carl Weeks says the average col- 
lege graduate has trouble reading a 
newspaper article aloud correctly. 
Maybe that’s why picture magazines 
were born. 

> FF F 


Colleges are so busy teaching the 
boys and girls so many strange and 
wonderful things they can’t be 
bothered reviewing the three R’s. 
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The colleges are devoted whole- 
heartedly to searching for truth, but 
William Lyon Phelps reminds you 
that if you want a reliable scientific 
text-book, be sure to get the latest 
edition. 
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“Plaid Proofs,” issued by the De- 
partment of Printing of Carnegie 
Tech, boasts that its staff was given 
“full reign” in preparing the con- 
tents. Every editor is king of his 
own realm. 
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Careful investigation of advertis- 
ing sales methods reveals that the 
representative who can shoot a golf 
course in even 4’s seldom rates be- 
low par with the customers. 
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Firestone’s good earnings state- 
ment coincides with advertising fea- 
turing its sources of supply in dark- 
est Africa. It has the real system 
for staying in the black. 
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Macy’s, having taken national 
brands for a ride in the New York 
market, now enters the hinterland. 
It’s determined to find out how the 
other half lives. 
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When the mountain failed to come 
to Mahomet, Mahomet went to the 
mountain, and the air lines are now 
cutting the tops off those pesky peaks 
of the Rockies. 
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“Women explain why they buy furs 
in August.”—ADVERTISING AGE. 

And why they buy summer hats in 
the winter and winter hats in the 
fall? 
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Speaking to consumers, DeLoss 
Walker expects shortly to talk on 
“What Does an Advertising Man 
Think?” but maybe the audience 
Would rather have him leave off the 
first word. 
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National advertisers really hope 
that price maintenance turns out to 
be profit maintenance. 

Copy Cus. 


LEAGUE URGED 
TO CLAMP DOWN 
ON BALL PLUGS 


“News” Sports: Editor Raps 
Tiger Broadcasts 


Detroit, Aug. 19.—Urging stronger 
censorship by baseball headquarters, 
The Detroit News, through its sports 
editor, H. G. Salsinger, launched a 
double-barrelled attack this week on 
methods of the “breakfast food spon- 
sors” of current Detroit Tiger broad- 
casts. Major interest was attached 
to the broadside inasmuch as the 
News owns Station WWJ which acts 
as the outlet for broadcasts of the 
Tiger baseball games, sponsored by 
White Star Refining Company and 
General Mills. 


Announcer To Quit 


Mr. Salsinger for two days wrote 
his story of the day’s ball game in 
what was described as “the radio 
manner,” satirically using an imagi- 
nary product, Grippo, and spending 
most of the column describing the 
virtues of Grippo, and saying com- 
paratively little about the ball game 
itself. 

In his column he indicated that 
the two Detroit announcers: handling 

~« (Continued on Page 36) 


Judge Refuses 
Shy Prisoner's 
Radio Protest 


Chicago, Aug. 19 —Although a 
substitute program replaced’ the 
scheduled Marty Durkin episode last 
night on  Colgate-Palmolive-Peet’s 
weekly Gang Busters program, the 
original was given a last-minute court 
okay which may have wide bearing 
on this type of program. 

Mr. Durkin, now a resident of IIli- 
nois’ Joliet penitentiary, is due for 
parole application in a few months 
and his attorneys approached Colum- 
bia Broadcasting System’s offices 
here with a protest and subsequently 
applied to federal court for an in- 
junction against using the scheduled 
story of Durkin’s criminal rise and 
fall. 

Attorneys for the network, sponsor 
and agency, Benton & Bowles, New 
York, met the issue before Leroy 
Adair, U. S. District Court judge, 
who ruled the program fell in the 
category of news and as long as the 
report was true it could not be en- 
joined. Durkin’s attorneys failed to 
disclose whether they would appeal, 
but Phillips Lord, director of the pro- 
gram, said the delayed Durkin broad- 
cast would be presented next Wednes- 
day. 
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Retailers to Press Demands 
For Resale Price Contracts 


NEW PRICE LAW 
IS NO PANACEA 
FOR ADVERTISERS 


Weeks Says Quality, Strong 
Selling Must Continue 


Des Moines, Ia., Aug. 19.—Price 
maintenance is not a panacea, nor 
a substitute for good merchandising 
on the part of manufacturer or mer- 
chant. 

This is the warning note sounded 
by Carl Weeks, president of the 
Armand Company, cosmetics manu- 
facturer, and a leading proponent 
over many years of price mainte- 
nance and fair trade laws. He was 
one of the advertisers most con- 
spicuous in aggressive action in 
favor of the enactment of the 
Tydings-Miller bill which has just 
been approved by President Roose- 
velt. 

“The answer to the problems of 
ualional advertisers and retail mer- 
chants,” said Mr. Weeks in an inter- 
view with ADVERTISING AGE, “con- 
tinues to be quality products and 
aggressive merchandising. The es- 
tablishment of resale prices alone 
will not solve anybody’s problems. 

“Private brands will continue to 
be pushed, as heretofore, so the na- 
tional brand must continue to be at- 
tractive as to quality, price and serv- 
ice. The public is not as loyal to 
brands as formerly—perhaps because 
of faulty educational methods in use 
today, perhaps because they are 
more price conscious at present. 


Competition Protects Public 


“But competition, among adver- 
tised brands and between advertised 
and private brands will protect the 
public, and will prevent the product 
on which a resale price is being 
maintained from becoming a poor 
buy. If the latter’s price is too high, 
some other product will get the 
business.” 

Mr. Weeks wrote to the governors 

(Continued on Page 35) 


NEW CLOTHING TACK 
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STORE FOR MEN 
Beceed Flees -Weedwerd Avenee 


Fall will see Kuppenheimer advertising 
stressing pleasure as a buying motive. 


CLOTHIERS AIM 
FALL COPY AT 
LUXURY BUYERS 


Expect Little Resistance to 
Price Rises 


Chicago, Aug. 20.—Picturing the 
purchaser of men’s clothes this fall 
as a more prosperous, cheerful and 
style conscious individual, executives 
of major clothing manufacturing 
companies today outlined plans for 
a season in which style will be em- 
phasized over price and enjoyment 
over durability. 

Although higher prices exist in 
this field, it was reported by these 
executives that the prevailing in- 
creases are not expected to result 
in any substantial show of consumer 
sales resistance. 

A majority added that sales so far 
this year were well ahead of last 
year and that indications point to 
a profitable season. 

Pleasure, the sheer enjoyment of 

(Continued on Page 6) 


Last Minute News Flashes 


Wrigley to Test Full Page Newspaper Copy 


Chicago, Aug. 20.—William Wrigley, Jr., Company will shortly launch 
tests of full page newspaper copy in a group of Mid-West cities, it was 


learned today. 


Final details will be completed next week. 


F. C. Williams Named Nash Advertising Assistant 
Kenosha, Wis., Aug. 20.—Fred C. Williams, for three years with Camp- 
bell-Ewald, Detroit, today was named assistant advertising and merchan- 
dising director of Nash Division of Nash-Kelvinator Corporation. 


Moving Van Company to Stage First National Drive 
Philadelphia, Aug. 20.—Allied Van Lines, Inc., Chicago, with 485 agent- 
members throughout the country, will launch its first national advertising 
before Labor Day, it was announced today, with appointment of Jerome B. 
Gray & Co., Philadelphia, as advertising counsel. 


Keeling to Form Own Indianapolis Agency 


Indianapolis, Aug. 20.—Hal R. Keeling, vice-president of Sidener Van 
Riper & Keeling, Inc., resigned today to open his own agency, Keeling & 
Co., Sept. 1, in the Chamber of Commerce bldg. 


BILL SIGNING 
IS SIGNAL FOR 
STRONG EFFORT 


Will Seek to “Persuade” 
_ Manufacturers 


New York, Aug. 20.—Heralded with 
emphatic approval by associations of 
retailers in the food and drug and 
other fields, the President’s signature 
on the Tydings-Miller price mainte- 
nance measure today was indicated 
to be the starting gun in a concerted 
drive by these groups to line up all 
manufacturers who have not yet es- 
tablished minimum re-sale prices. 

Although the manner in which this 
project is to be carried out is as yet 
indefinite, it is said to consist of put- 
ting before the manufacturers in 
“every possible way” the advantages 
to them of setting such fixed prices 
and of working co-operatively with 
the retailers. 

Admission was made by officials of 
the associations that, until now, 
many manufacturers have had good 
reasons for not fixing miminum 
prices, but that with federal appro- 
val of such practice contained in the 
bill, there can be no excuse for fur- 
ther delay. Exception was made, 
however, to the products upon which 
economic conditions make fluctuating 
prices necessary. 

Included in the groups officially ap- 
proving the measure, all of them 
jubilant, are the National Associa- 
tion of Retail Grocers, the National 
Association of Retail Druggists, Re- 
tail Grocers Association and, unoffi- 
cially, the Food Distributors Associa- 
tion. 

Strictly avoiding the word “boy- 
cott,” spokesmen for these groups said 
that they would work determinedly 
to present the advantages of fixed 
prices to the manufacturer. An- 
other persuasive lever was indicated 
in the fact that, while the Tydings- 
Miller bill is one of approval rather 
than demand, a refusal of manufac- 
turers to meet retailers’ requests 
might result in future legislation 
that would be strictly mandatory, ac- 
cording to the opinions voiced. 

Somewhat stronger than the ma- 
jority of comments was that of Theo- 
dore Christianson, secretary of the 
National Association of Retail Gro- 
cers. He said: 


No More “Unpaid Salesmen” 


“The grocers are tired of being the 
unpaid salesmen of any manufac- 
turer, and the manufacturer who has 
been supplying cut-throat merchan- 
disers with popular brands to be 
used as loss leaders will soon have 
to make the decision whether or not 
he wishes to rely upon that class ex- 
clusively for his output. 

“Manufacturers have, in some of 
the states which have enacted fair 
trade legislation, refused to enter 
into resale price agreements be- 
cause of fear of prosecution by the 
federal government. That fear has 
been removed and the retailers’ hand 
greatly strengthened.” 

Mr. Christianson added that manu- 

(Continued on Page 37) 
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Name McNinch, 
Craven to Fill 


18.—Va- | 
death of 


of the 


Washington, D. C., Aug. 
caused by the 
Anning S. Prall, chairman 
Federal Communications Commis- 
sion, and resignation of Irvin Stew- 
art were filled today when President 
Roosevelt named Frank R. MeNinch, | 
chairman of the Federal Power Com: | 
mission and Lt. Comm. T. A. M.} 
Craven, chief engineer of the FCC. | : Aneel ; 
The Senate referred the nomina-| main objectives in the immediate fu- 
tions immedietely the commerce| te: ADVERTISING AGE learned today. 
committee. | These may be briefly summarized as 
Commissioner McNinch’'s. shift to| follows: ; " 
chairmanship of the FCC was de-| 1, Development of accurate sta- 
scribed “temporary” and gave tistical data to counteract propa- 
rise to reports that the President ganda b-asts by anti-liquor interests 
had recognized munting criticism|Wose figures and conclusions are 
of the FCC and was commissioning | S@id to be frequently misleading. 
the erstwhile federal power com-| 2. Presentation of factual infor- 
mission chief to stage a genera]; ™mation showing the economic im- 
housecleaning. _ portance of the distilled liquor indus- 
Mr. MecNinch has been a member | ry and its contributions to national 
of the Power Commission since its| recovery. 
inception and chairman since 1933.| 3. Assistance to liquor advertisers 
Commander Craven entered radio} in conforming with the letter and 
after his graduation from the Naval/spirit of national well as local 
Academy in 1913 and has been con-| copy and merchandising restrictions. 
nected with the commission since | 4. Consideration of the possibility 
1935. |of an institutional advertising cam- 


New York, Aug. 18.—Charting its 
with mathematical precision 
and determined to avoid the pitfalls 
of a complex public relations assign- 
ment, Distilled Spirits Institute, Inc., 
industry voice representing about 90 
per cent of distilled liquor production 
in the United States, is gradually ex- 
panding its activities to achieve four 


cancies ourse 


to 


as 


as 


Liquor Institute Outlines 
* FCC Vacancies Four-Point Campaign 


|paign as a co-operative project after 
| distillers’ sales and merchandising 
| policies have reached a point of gen- 
eral stabilization. 


Hits Distorted Figures 
| Fully aware of the tendency of the 
idrys to exploit statistics in a light 
favorable to themselves and to at- 
| tribute to advertising all the evils 
resulting from demon rum, the in- 
| stitute this week took occasion to ex- 
| pose the flimsiness of recent remarks 
| inserted in the Congressional Record 
|by Dr. Izora Scott, chairman of the 
National Temperance and _ Prohibi- 
tion Council legislative committee. 

“Consumption of Liquor Has In- 
creased Abnormally Since 1933, Due 
Largely to High Pressure Advertis- 
ing,” read a headline in Dr. Scott’s 
memorandum. He cited withdrawal 
figures of tax-paid spirits for the years 
1933 and 1936, showing that in 1933 
consumption of distilled spirits was 
6,118,326 gallons and in 1936, 110,- 
631,778 gallons. 

“The fiscal year 1933 was ended 
June 30, some five months prior to 


11 out of 


There’s more nourishment in eleven 


slices of bread than in two slices. And 
there are more sales to be made in 11 
wards of Minneapolis than in two 
wards. That's why it’s important for ad- 
vertisers who want to sell more goods 
to know that The Star leads all other 
Minneapolis newspapers in home deliv- 
ered circulation in eleven of the city’s 
thirteen wards.* 

In the eleven wards in which The 
Star tops all competition in effective 
home coverage live 82° of the Minne- 
apolis families. They own 77% of the 


The Star and 


Star. 


13s 


Minneapolis retail sales comes out of 
these eleven wards. 


More and more advertisers are recog- 
nizing the advertising productivity of 


concentrating their adver- 


tising efforts in its columns. Last month 
The Star reached a new high in the 
number of local advertisers who placed 
the largest portion of their copy in The 
A significant trend that merits 
serious consideration by every adver- 
tiser who wants the most for his adver- 
tising dollar—THE MINNEAPOLIS 


milie STAR. 

automobiles in the city and they built cmunatiicten 

81% of the homes erected in the city in *According to the first ya ss dag 
own by wards from all Minneapolis spapers in 

1936. Ample evidence that the bulk of years—turnished at the request o{ advertisers 


Osbom, Scolaro, Meeker and Co., Chicago, New York, Detroit, St. Louis. 


NEW CIGARETTE UNDER FAIR TRADE ACT 


Axton-Fisher Tobacco Company puts a 
its new Zephyr cigarette in New York with this signing of a contract under the 
state Fair Trade Practice Act. Witnessing the signing are S. Weinstock (seated 
left), Metropolitan Tobacco Company vice-president; W. Hollingsworth, presi- 
dent of the Retail Tobacco Dealers of America; Dean Alfange, Axton-Fisher 
general counsel; and Sam Grauer, (standing left), another Metropolitan Tobacco 


Company vice-president, and Herman 


repeal of the Eighteenth Amend- 
ment,’ the institute pointed out. “Dr. 
Scott overlooks the consumption of 
illicit liquor and makes no explana- 
tion of that fact, so that a reader, 
relying on the National Temperance 
and Prohibition Council's statement, 
would suppose that there really had 
been an ‘abnormal increase’ in con- 
sumption of distilled spirits between 
1933 and 1936. We find that the in- 
crease was in the neighborhood of 
two million gallons instead of the 
104,513,452 gallons shown in the Pro- 
hibition Council’s statement. 


Heavy Bootleg Sales 


“Advertising had nothing to do 
with the sale of well over 100,000,000 
gallons of distilled spirits in the year 
before repeal. There can be no mis- 
take about that, inasmuch as not a 
line of advertising appeared during 
prohibition.” 

To counteract loose interpretation 
of statistics, the institute has de- 
veloped a research division to com- 
pile the latest and authentic data on 
all subjects relating to the distilled 
spirits industry, law enforcement, 
election statistics and other matters 
dealing with the liquor trade. Spe- 
cial studies are now being conducted 
on drunken driving, the relationship 
of crime to liquor, economic phases 
of the industry and health problems. 

Distillers of advertised brands 
make it a regular practice to submit 
advertising copy and merchandising 
aids to the institute’s Washington of- 
fice which is headed by Dr. James M. 
Doran, technical director, it was said. 
During the past few months sug- 
gested changes involved mainly 
minor elements, dealing for the most 
part with clarification of unproved 
claims, such as “the biggest seller in 
the country,” and with the host of 


a 


Poa 


two-packages-for-25-cents minimum on 


Roshkind, Axton-Fisher eastern zone 


manager. 


| 


intricate restrictions imposed by the 
FAA and state regulatory bodies. 


Point to Vast Task 


Expressing the conviction § that 
liquor advertisers are still being 
damned for some of their early aber- 
rations, long since corrected, the in- 
stitute called attention to the com- 
plex merchandising task of establish- 
ing several score of brands, for the 
most part previously unknown to 
consumers, in a comparatively short 
space of time. Similar complications 
would have occurred in any other 
line of business that might have been 
faced with an undertaking of the 
same gargantuan proportions, it was 
added. 

Anxious to avoid the adverse re- 
actions suffered by other industries 
which have attempted to put into ex- 
ecution a broad public relations pro- 
gram in a short space of time, the 
Distilled Spirits Institute has adopt- 
ed as its slogan, “Make Haste Slow- 
ly.” For this reason, while launching 
of an institutional advertising cam- 
paign has been discussed among in- 
dustry leaders from time to time, it 
is felt that the industry has not yet 
reached the point where its internal 
operations have become sufficiently 
stabilized and uniform to warrant a 
move of this kind at present. The 
campaign therefore remains an even- 
tuality, subject to forthcoming de- 
velopments in the industry. 


Announce New Magazine 
Caldwell-Clements, Ine., New York, 
has announced the launching of a 


new magazine, Selling Sound, for 
radio men who specialize in sound 
apparatus. It will appear semi-an- 
nually, with the first issue next 
month. Dr. O. H. Caldwell, former 
federal radio commissioner, is 
editor. 


BUILDER readers 


SC Ae 


*Survey will be sent upon request. 


PRACTICAL BUILDER, 


1938 will reward 
PRACTICAL BUIL 
advertisers |. 


DER 


79.59% of PRACTICAL 


select, 


recommend or cooperate in 
selecting bathroom and 
plumbing equipment when 
they build on contract. _ 
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The Directory 


Sells More Goods 
than the Dictionary 


[' ISN'T how many words 
you know, but how many 


people. 


You can do a big volume 


with a very small vocabulary. 


But no vocabulary can do any 
volume without CIRCULATION. 


And if the premise is right, 


then the conclusion is right. 


The more circulation you buy 


the better off you are. 


The Metropolitan circulation 


Baltimore SUN @ Boston GLOBE e Buffalo TIMES e Cleveland PLAIN DEALER 
Chicago TRIBUNE e Detroit NEWS e New York NEWS e Pittsburgh PRESS 
Philadelphia INQUIRER e St. Louis GLOBE-DEMOCRAT e Washington STAR 


is 7,000,000 to 9,000,000"... 


In the Twenty-State North- 
eastern area of the United 
States... 


Where 60% of America lives 
and buys 67% of America’s 


retail goods. 


Its circulation is unique in NUMBERS. 


Its coverage is unique in INTENSITY. 


Its appeal is unique in SIMPLICITY. 


Nii cad oth eels 
“Sit gee 
St eS SaaS 


We do not even ask you to 
put the Metropolitan Group 
on the list. 


We simply ask you, in the 
name of CIRCULATION, to let 


Nature take its course. 


* with additional or alternate papers 


—weekly 


Additional or alternate papers 
Metropolitan Boston HERALD e Buffalo COURIER-EXPRESS 
Sunday Chicago TIMES @ Detroit FREE PRESS @ New York 
HERALD TRIBUNE e St. Louis POST-DISPATCH 
Washington POST 


Gravure 


Comics 


Color 


Newspapers, Inc. 
New York + Chicago 
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$500,000 for 
Joint Coffee 
Drive Planned 


Washington, D. C., Aug. 19.—Plans 
for early action on the long dis- 
cussed proposed international coffee 
advertising campaign were unfolded 
today with the return here from a 
conference in Havana of Miguel Lo- 
pez Pumarejo, Colombian minister to 
the United States. 

Nations represented 
American Coffee Bureau, New York, 
attended the conference last week and 
agreed on a proposed levy of 5 cents 
a sack on all coffee exported to the 


in the Pan-| 


United States, with the fund to be ex- 
pended in the United States expected 
to exceed $500,000 and with more 
than $400,000 expected to be raised 
for coffee promotion in other coun- 
tries throughout the world. 

No agency has yet been named for 
the promotion. The conference like- 
wise moved to enlist the co-operation 
of private coffee roasters and dis- 
tributors in the promotion and seek 
standardization of coffee-preparation 
utensils and quality of coffee pro- 
duced. 


Quens N. Y. Office 


N. E. McLaughlin, in cnarge of 
Point O’Sale advertising division, 
Kalasign Company of America, Kala- 
mazoo, has opened a New York office 
at 51 E, 42nd street. 


Drive for Champagnes 


Albert Frank-Guenther Law, Inc., 
New York, has been appointed by 
Henry Rathemacher, American dis- 
tributor for House of Pol Roger cham- 
pagnes, New York, as advertising 
agency. Robert J. Misch is account ex- 
ecutive. Class magazines will be used 
this fall and winter. 


Issues Brewery List 


The U.S. Treasury Department has 
issued a 31-page list of all breweries 
authorized to operate as of July 1, 
1937. 


Block Appointed 
Martin Block, associated with sta- 
tion WNEW, New York for the past 
two and one-half years, has been 

appointed program director. 


P. G. Parker Becomes 
B-S-H Vice-President 
Park G. Parker has resigned as as- 
sistant central division manager of 
National Broadcasting Company to 
become vice-president of Blackett- 
Sample-Hummert, Chicago. 
He joined NBC in 1930 after eight 
years with the Chicago office of RCA. 


Resigns Chrysler Post 


Robert B. Powers has resigned as 
advertising manager of the export 
division of Chrysler Corporation, De- 
troit, effective Sept. 1. 


Byer to Move 
Byer & Bowman, Inc., Columbus, 
will move to new quarters at 203 E. 
Broad street, Oct. 1. 


In measured tread 


ation would go. 


YORK . 


N, USE, Jeeves... 


the C. 1. O., W.P.A., Sit-downs and other new notions of 


of the ’orses ’oofs”’... 


You'll never figure it all out... 


today are too much for one of your traditions. 


whether we’re for them or not—-new 
ideas come marching on, sweeping the past aside like chaff 
before the wind. Change is everywhere. Effecting every- 
body. Rightin your own advertising business, for example. 

‘Time was when media selection was simple. If you had 
a product for women, you bought the “Big Six.” Then 
you added up or down the list as far as vour appropri- 


Along came the Groups offering romance, glamour, 
“escape” to millions of feminine movie fans... Magazines 
produced in quantity, editorially geared to the masses 
who buy 90% of all goods. And what a market for adver- 
tisers smart enough to recognize this broad new avenue 
to more people for less money! 


The 


With a circulation of 2,578,511 


“a Pe 


Like the “’ammer, ’ammer., ’ammer 


net paid*, all youn 
I ) & 


women (average age 25.5 years) and 56.7% of whom are 
married, Fawcett Women’s Group has an audience no 
manufacturer can afford to overlook. Their editorial per- 
sonality brings readers back voluntarily to the news- 
stands, month after month, cash in hand. It makes pos- 
sible a 4,000,000 PLUS in secondary circulation through 
the 7,800 beauty parlors in which an average of 21 


women per day read 4 Fawcett magazines every month 


a PLUS that costs advertisers not an extra penny! 
It results in plenty of coupon action and profitable adver- 


tising results! 


Regardless of your personal convictions—learn the 


Fawcett Women’s Group story in this day of change and 
ever-increasing mass purchasing power. It will pay you! 


Write or telephone, today. 


*Publisher's statement, quarter ending March 31, 1937. 


magazines with the human touch 


Romantic Stories... True Confessions 


FAWCETT PUBLICATIONS, 


CHICAGO . LOs 


ANGELES ° 


INC. 


SAN FRANCISCO . 


FAWCETT WOMEN’S GROUT P 


Screen Book... Screen Play... Motion Picture-Movie Classic... Hollywood ...Movie Story Magazine 


ATLANTA 


0 Ar °C NT SEES TAP PEP ES SRE ER 


SUMMER RADIO 
PULL INCREASED, 
ANALYSIS SHOWS 


New York, Aug. 18.—Declining in- 
terest in amateur radio programs and 
continued popularity of personality 
shows were among findings reported 
today by the Co-operative Analysis 
of Broadcasting, following 225,000 in- 
terviews with listeners covering 233 
network programs’ broadcast be- 
tween October, 1936, and April, 1937. 

Average popularity of programs 
during this period was about 30 per 
cent greater than during the previ- 
ous summer, the report showed. Per- 
sonality shows replaced amateurs as 
the favorite air attractions, with va- 
riety shows third and semi-classical 
programs, showing the greatest 
change, moving up from sixth to 
fourth place. 

The 10 leading programs for the 
seven-month period ending April, 
1937, were: Jack Benny, Jell-O; 
Eddie Cantor, The Texas Company; 
Major Bowes Amateur Hour, Chrys- 
ler; Lux Radio Theatre; Fred Allen, 
Bristol-Myers; Burns’ and_ Allen, 
Campbell’s Tomato Juice; Holly- 
wood Hotel, Campbell’s Soup; Rudy 
Vallee, Roval Gelatin: Bing Crosby, 
Kraft-Phenix, and Phil Baker, Gulf 
Oil. 


Program Quality Up 


During last winter a_ striking 
change was found in the number of 
daytime programs as compared with 
the previous summer. Only 47 pro- 
grams were analyzed by the CAB 
during the summer of 1936, while 
last winter 89 daytime shows were 
studied, an increase of 90 per cent. 
Improvement was also noted in the 
quality of daytime broadcasts. The 
number of daytime programs rating 
over 5 per cent increased by nearly 
80 per cent, while those rating less 
than 1 per cent declined 35 per cent. 
A greater diversity of daytime spon- 
sored programs was also reported 
during the past winter. 

Field and statistical work in the 
CAB survey was handled by Cross- 
ley, Inc., New York. The governing 
committee, appointed jointly by the 
presidents of the American Associa- 
tion of Advertising Agencies and As- 


sociation of National Advertisers, 
consists of: D. P. Smelser, Procter 
& Gamble Company, chairman; 


George Gallup, Young & Rubicam, 
Inc., treasurer; C. H. Lang, General 
Electric Company; George W. Vos, 
The Texas Company; L. D. H. Weld, 
McCann-Erickson, Inc., and A. W. 
Lehman, manager. 


Harrington to Kimball 


Ruth Harrington has_ resigned 
from Kimball, Hubbard & Powel, 
Inc., to join Abbott Kimball Com- 
pany, Inc., New York. She was for- 
merly connected with the fashion 
department of Vogue and recently 
handled advertising at Saks Fifth 
Avenue. 


a 


Complete Broadcast- 
ing Facilities Wired 
and Transcribed 


TRANSAMERICAN BROADCASTING 
AND TELEVISION CORP. 


JOHN L. CLARK, PRESIDENT 


NEW YORK HOLLYWOOD 

521 Fifth Ave. 5833 Fernwood 

MUrray Hill Avenue 
6-2370 HOllywood 5315 


CHICAGO 
333 N. Michigan Ave. 
STate 0366 
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No farm paper editor in the United States has seen more 


varied forms of agriculture than has Francis Flood. The past 


ter a daigaliaaia eT fifteen years of his life have been spent in travel and in 
al ; ites ee ae oe ai writing to farmers about these travels. He has studied 
ry tH ees, adi rice raising in China, coffee production in Brazil, pineapple 
Ki 5 growing in Hawaii, dairying in New Zealand, haying in 

a : re é: Australia. And to top off all this his most recent four 
3 | sith a. years were spent in Washington at the very seat of the AAA. 
iy xi Seer Today Francis Flood is an associate Editor of The Farmer- 
fe rr Pee Stockman. He has brought to The Farmer-Stockman an agri- 


cultural background based on actual experience that seldom 


comes to a farm paper editor. He has created a reader fol- 


lowing in the Southwest that makes subscriber after subscriber 


write for more and more Flood stories. 


Francis Flood is just one of many reasons why the farmers of 


the Southwest prefer The Farmer-Stockman - - - just one of 


the many reasons why more than 230,000 farm families in the 
NG : ; 

Southwest enjoy The Farmer-Stockman twice each month. 
D é 
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ADVERTISING AGE 


ae same 


August 23, 1937 


Patman Act Is 
Enigma, Arden 
Answer Asserts 


Washington, D. C., Aug. 17.—Ad- 
vertising allowances, demonstrator 
arrangements and “whatever dis- 
counts it has allowed” were all made 
in good faith to meet competition, 
Elizabeth Arden, Inc., informed the 
Federal Trade Commission this week 
in petitioning dismissal of the com- 
mission’s charge of violation of the 
Robinson-Patman law. 

Moreover, the law is so. badly 
worded that the corporation cannot 
understand its responsibilities there- 
under, it claims. “After reading the 
June 19, 1936 act, the corporation is 
unable to inform itself as to its rights 
and obligations under said statute,” 
it complains. “Said statute and its 
meaning is indefinite, obscure, yague 
and uncertain and prescribes no as- 
certainable standard of guilt and the 
corporation is unable to understand 
its meaning, all of which is a denial 
of due process of law and contrary 
to the guarantees of the Fifth and 
Fourteenth Amendments to the Con- 
stitution of the United States.” 

In the opinion of attorneys, this 


New York * Chicago * 


stand by Elizabeth Arden is likely to 
bring forth a cease and desist order 
and refinement of the language of 
the act by judicial determination. 
While others who have had com- 
plaints issued against them have pro- 
tested the phraseology of the act, 
none have rested their defense upon 
so strong a claim of ambiguity. 


All-American Package 
Contest Judges Named 


Judges in the All-American Pack- 
age Competition, which opened Aug. 
15, include Vaughn Flannery, vice- 
president in charge of design for 
Young & Rubicam, Inc.; William M. 
Bristol, Jr., vice-president in charge 
of production, Bristol-Myers Com- 
pany; George R. Webber, in charge 
of package development, Standard 
Brands; Lita Bane, professor of 
home economics, University of Ili- 
nois; and H. W. Brightman, vice- 
president of L. Bamberger & Co. 

The contest closes Dec. 18. 


Starts Consumer Campaign 


The first Harris Tweed advertising 
campaign to appear in consumer pub- 
lications will start in September is- 
sues of Esquire and Vogue through 
Dorland International, Inc., New 
York. Harris Tweed, sold commer- 
cially since 1844, is manufactured by 
S. A. Newall & Sons, Ltd., Stornoway, 
Scotland. 


CLOTHIERS AIM 
FALL COPY AT 
LUXURY BUYERS 


(Continued from Page 1) 
having and wearing a good suit, will 
be the keynote for the fall campaign 
of B. Kuppenheimer & Co., Inc., in 
a program radically departing in 
theme from any of previous years, 
according to M. M. Lebensburger, 
advertising manager. 

“There is all kinds of evidence,” 
he declared, “that men will spend 
money on things they enjoy.” 


Dogs Give Hint 


Mr. Lebensburger took as an ex- 
ample the amount of money spent 
yearly on dogs and dog supplies. 
This, he said, was estimated to be 
nearly half as much as that spent 
for clothing, and indicated that 
clothing manufacturers had possibly 
missed some of the real selling 
points of their wares. 

“For the first time, we are going 
to present men’s clothing as some- 
thing you can enjoy,” he said, “in a 


Portland's retail stores. 
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REYNOLDS-FITZGERALD, Inc., National Representatives 


Philadelphia * Detroit ¢* San Francisco 


CR/PES MAGGIE, 

‘E CALLS IT WORK 
AN ALL HE AS TO 
DO 1S PICK DE 


CEOURTA FAMILY 


@ You can mop up sales in this major market by using the 
Journal—selling four families instead of three. 


The Fourth Family represents the plus coverage of the daily 
Journal in Portland. (With a circulation lead of 31% in this rich 
city, the daily Journal reaches four families to every three 
families reached by the second paper.) This Fourth Family is 
a very important family to you, a family that spends a lot of 
money, is able to buy a lot of your merchandise. Last year— 


for instance —it spent over twenty million dollars alone in 


PORTLAND 
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* LosAngeles « Seattle 


ANSWERS PICKETS 


TOE PEOPLE oF OLAND 


NOT EVEN ONE WALGREEN EMPLOYEE IS OUT ON STRIKE! 


WHAT G THE REAL SUE 
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Walgreen Company, expanding on the 
West Coast, used this large space news- 
paper copy, signed by its employes, to 
combat union closed shop efforts in 


Oakland, Calif. 


campaign with an entirely different 
aspect from any we have used be- 
fore. 

“There are a lot of men who say 
they don’t care for golf, for bridge 
or other sports. They are depriving 
themselves of pleasure. It is our 
intention to stress the fact that 
when a man says he doesn’t care 
what kind of a suit he wears, he is 
also depriving himself of enjoy- 
ment.” 

Typical copy released by Kuppen- 
heimer to its retailers’ reads, 
“*Where have I been all my life? 
Why haven't I discovered this pleas- 
ure years ago?’ You're apt to say 
that—you're bound to agree you've 
been missing an enjoyable experi- 
ence when you slip into a Kuppen- 
heimer suit.” 

Issued for newspapers in over 200 
cities, copy of this type will break 
Sept. 23, co-operatively sponsored by 
Kuppenheimer and the retailers. 

Mr. Lebensburger added that this 
year’s campaign was aimed at a 
more style conscious purchaser than 
previously. As responsible for this 
awakening, he listed the general in- 
crease in magazine and newspaper 
publicity, and style columns editori- 
ally supporting the advertising pages. 
In line with its general program, this 
company will pay some attention to 
the larger university and college 
towns in pursuit of the “back to 
school” buyers. However, no special 
concentration is planned, inasmuch 
as the present price range, accord- 
ing to Mr. Lebensburger, is some- 
what higher than the average under- 
graduate can afford. 


No Resistance Expected 


C. E. Gelb, advertising director, 
Alfred Decker & Cohn, maker of So- 
ciety Brand clothes, also reported 
favorable reaction to higher prices. 

“Prices have advanced an average 
of $5 per suit, but style, rather than 
price, has always been one of our 
major selling points and we have not 
yet encountered undue sales resist- 
ance to this advance. Our’ unit 


sales are ahead of last year’s at this 
time.” 

Mr. Gelb likewise saw the average 
purchaser as being more style con. 
scious and favorably inclined to 
snappier, although not  flashier 
clothes than formerly. New color 
tones, new fabrics will be in demand, 
he reported, and will receive special] 
stress in advertising copy. He also 
added that men were paying more 
attention to their accessories, taking 
care to have them match their suits 
and coats. 

“This year,” he said, “instead of 
showing our retailers the whole line 
at once, we have taken one or two 
of the standout styles and fabrics 
and have given them special promo- 
tion, dramatizing and otherwise 
stressing their individual features. 
We expect that our retailers will in 
turn follow the same policy in their 
consumer advertising.” 

One new model, a Society Brand 
lounge suit, will feature advertising 
directed particularly to college men. 
Mr. Gelb added. “We are also intro- 
ducing a new color, smoky blue, 
which we believe will be popular 
this fall.” 


Use Cartoon Copy 


Another highlight in fall copy of 
this company will be the advertising 
support given the new Hudder coat. 
Expected to be a favorite on the 
campus, it is being pushed in car- 
toon copy emphasizing its wrinkle- 
proof, rain-proof and wind resisting 
qualities and its price of $45. 

Traveling displays and broadsides 
will be used by retailers to supple- 
ment the newspaper copy prepared 
by the manufacturer for these and 
other items in the new fall line. So- 
ciety Brand copy will appear in 
approximately three fall issues of 
Esquire. 

An indirect testimonial tie-up high- 
lights the golden anniversary pro- 
gram of Hart, Schaffner & Marx, re- 
ported in detail in ApverrisinGc AGE 
of May 31. 

Henry Fonda, well-known motion 
picture star, will shortly be featured 
in a film in which he will wear Hart, 
Schaffner & Marx clothes from start 
to finish. Advertising appearing 
with the release of the film will 
make strong use of this promotional 
angle. 

E. R. Richer, advertising manager, 
also gave further emphasis today to 
his recently reported comment re- 
garding the swing toward nationally 
advertised brands’ resulting from 
higher prices. Consumers, he pointed 
out, realize that a national adver- 
tiser could not, without detriment to 
himself, increase his prices unless 
there was just cause for it. 

The Hart, Schaffner & Marx fall 
campaign includes 4-color pages in 
Collier's, Esquire and Time, as well 
as black and white copy in Life. Sup- 
porting this will be an extended pro- 
gram of retailer co-operative news- 
paper advertising in 125 key cities. 


Martin Resigns 


Advertising Services, Inc., Detroit, 
Mich., has announced the resignation 
of Drew N. Martin as sales director 
of the national sales division. H. L. 


Poffenberger succeeds Mr. Martin. 


and merchandised. 


the State of Illinois. 
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SPOT ADVERTISING 


WINDOW DISPLAY ADVERTISING turns side-walk circu- 
lation into SALES. Capitalize on this pedestrian flow. Pull 
it into your dealer’s store with a window well-trimmed 


Displays installed by our experienced men have the 
professional touch that ‘makes ‘em look and buy.” 
the most out of your advertising material by having them 
installed by an organization of proven merit. 


Hawe Fenill 
&- Company 
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ADVERTISING AGE 


IT takes two to make a sale: the dealer must want fo sell your 
product, and the consumer must want to buy if from him. * And your magazine campaign, 
to do a thorough job, must sell both sides of the counter. * That's why advertisers are turning 
to America’s ‘‘double-barreled magazine”... are signing up, in increasing numbers, fo— 
BUY THIS WEEK AND GET— 

MAGAZINE POWER NEWSPAPER SALES PUNCH 
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Piel Increases 
Budget 100% 
For 38 Drive 


New York, Aug. 17.—-An increase 
of over 100 per cent in the advertis- 
ing appropriation of Piel Bros., 
Brooklyn brewers, was announced to- 
day by William Piel, president. 

“One man tells another Piel’s is 
better beer” is the slogan on which 
the entirely revised campaign is 
based. Window displays and point- 
of-sale advertising, newspapers and 
magazines, neon signs and radio are 
being expanded, in the order named. 
Kenyon & Eckhardt, Inc., New York, 
is the agency. Piel sales for the first 


= 


seven months of this year ran 10 per 
cent ahead of the same period last 
year, and are now at the highest 
point in the company’s 54-year his- 
tory. July sales of 1937 were nine 
per cent over July, 1936. 

Kenneth D. Twyman, vice-president 
in charge of estimates that 
sales for the next five months will 
run 12 per cent over the same period 
last year, making an average increase 
of about 11 per cent for the entire 
year. The greatest increase thus far 
has been in draught beer. 


sales, 


A trend toward more national dis- 
tribution is seen in the fact that in 
1936, 60 per cent of the company’s 
sales were in the New York metro- 
politan territory, with 40 per cent for 
the rest of the country. 


This year 


the percentages are running close to 
50-50. 


Clough-Brengle Names 


Agency; Adds Carrington 


Clough-Brengle Company, Chicago, 
maker of electrical precision testing 
equipment, has appointed Lorin Col- 
lins & Associates, Chicago, as its 
advertising agency. Electrical pub- 
lications, direct mail and business 
papers are on the schedule. 

Gene Carrington also has been ap- 
pointed sales executive for the 
Clough-Brengle Company. 


Sterling Brewers Appoints 


Sterling Brewers, Inc., Evansville, 
Ind., has appointed Ruthrauff & 
Ryan, Inc., Chicago, to handle adver- 


tising of Sterling beer and ale. 


HONOR BRAND IN 
DRIVE SEEKING 
3 MILLION SALES 


New York, Aug. 18.—Pointing for 
$3,000,000 sales volume for this year 
—which would represent a gain of 60 
per cent over last year—Honor Brand 
Frosted Foods Corporation is rapidly 
moving toward full national distri- 
bution, M. A. Corbett, advertising 
manager, told ADVERTISING AGE today. 

In the August issue of National 
Food Distributors’ Journal, the com- 
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SVILLE 


In the first seven months of 1937, retail advertising lineage in 79 major 


markets increased 


2.4% 


In the same period The Courier-Journal and The Louisville Times 


retail lineage chalked up a gain of 


eee - and here’s the reason— 


14.3% 


Kentucky farmers alone received $33,195,000 more for their products in the 


first six months of 1937 than in the first half of 1936. Their total receipts of 


$85,800,000 represented a gain of 63 per cent. ... Kentucky whisky production, 


centered in the Louisville area, exceeded all other States combined in May... 


Manufacturers’ payrolls are larger than in 1929... Louisville bank clearings soar 


well above the national average . . . Stimulated by these factors retail and whole- 


sale sales in the area consistently have ranged 10 to 25 per cent higher through- 


out the summer months than a year ago. . . Building gain in Louisville in June was 


205.4 per cent above June, 1936. 


Rich 


sales 


may be 


reaped 
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Edward Petry & Co., National Representatives 
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CAPAFITY 


STARTING 


LIGHTING 


This easel-type display, resembling a 

water tank, is an important phase in pro- 

motion of a three-months’ merchandising 

contest for Delco battery dealers which 

United Motors Service is launching in 

September. The “extra” capacity level 
is emphasized in red. 


pany is running the first of a series 
of full-page advertisements directed 
at wholesale food distributors. This 
week, Honor Brand also displayed 
frosted foods for the first time at the 
National Food Distributors Conven- 
tion and Products Exposition in Chi- 
cago. 

With the exception of the adver- 
tisement in the National Food Dis- 
tributors’ Journal, which may soon 
be supplemented by insertions in 
other business publications, Honor 
Brand is concentrating its advertis- 
ing activities on co-operative adver- 
tising with distributors and retailers. 
This is in line with the general 
distributive policy of Honor Brand, 
which has declared faith in whole- 
salers and jobbers, giving them an 
unusually large margin of profit, and 
resting with them the task of build- 
ing markets. This policy differs from 
that of General Foods’ Birds Eye, 
which puts its selling directly into 
the hands of its salesmen, and goes 
after choice outlets directly. 

Honor Brand, whose parent com- 
pany is Waterman & Co., New York 
vegetable and produce company, now 
bas distribution well into the Middle 
West. According to Mr. Corbett, the 
company has a wider range than 
Birds Eye, although it has smaller 
volume. A large share of its busi- 
ness is carried on through the hotel 
and institutional field. For many 
years before Birds Eye made the con- 
sumer conscious of quick-freezing, 
Waterman & Co. carried on a frozen 
food business through the _ institu- 
tional trade. 
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The UNITED STATES PRINTING & LITHOGRAPH COMPANY - 
: AND DIVISIONS. * AMERICAN LITHOGRAPHIC DIVISION 


* ATLANTIC LITHOGRAPHIC & PRINTING DIVISION 

* DONALDSON LITHOGRAPHING DIVISION 

* ERIE LITHOGRAPHING & PRINTING DIVIS 

POSTER PLANT: * PALMER ADVERTISING SERVICE DIVISION ah 
ERIE, PA. * W. F. POWERS DIVISION 

‘+ THEO, A. SCHMIDT LITHOGRAPHING DIVISION 


SALES AND SERVICE OFFICES: 


ATLANTA CINCINNATI LOS ANGELES PHILADELPHIA 
BALTIMORE CLEVELAND KANSAS CITY See aseisCO 
BOSTON DETROIT MILWAUKEE SEATTLE 
BROOKLYN ERIE, PA. MINNEAPOLIS ST. CHARLES, ILL. 
CHICAGO INDIANAPOLIS NEW YORK ST. L 


Call «a Representative prom any “UY Division 


— y gees 7 “x 4 ae ; a = if F oa ey f fav ats Sha oe i Sy RE sett ee : is ~ goer, te ve : ie ye rs 
Vp —— | 
To make your advertising Tim ely, 
ie fe a use Poster vertising — 
oa - ©») EA L—_—_ 2 Be aoe ; Pee ee oe ee : ae" ne — % * Renee te. cls hao we oe a be Q 2 pe _——s 
a 0) (| f Th Ru See ee, i: ie = ws ’ ny E e wage y $ wens si ——s iy 
s ie al ; as e me ere, ee ———! a 
‘ ej = = t h ae. me x CA ears J e 2 = oe ee — : ib  - 
hy api — z Ppa 5--ate@ Nevping to make sales Ne our / ‘2 yay eo ae 
: ze A ug My  — i ae aah ‘ —— Y))/ ‘d La ; i | a 
. = Nate iene Se a eer & ‘ Pye —— nl 0s \ “* a € ae 
ry eee ak cn ee ‘ ' a eee. —¢ ee 4 eee 
— a fA - ce aw ( \ ¢ W fers 3 a 
. § | * \\ AR 4 ts 
Ot Pe A kt p= cl i =a 
; m7 vay a a SE e Vite 4 
:  * = \cr CRE ! GNSS Ww pack 7 
2 —_- ad” \ by HS =EUTETCE 4 ane hoe | oe. 
-_— a iced \F —_ ; i Eh i 72 
} a ht, | wa : nettle e ‘ r+, ty ENE a eee ) Pn 
I ae [w 4 \ J =e aii? — CO a 
oe — oe Albrié's” phil@ F A Cm = > . \ Va : i= . _— “— 
< me d Ga . le: 
= &§ igned by -Nowt of tn Ai P ot Ob ere wll ad oe a “Sa es A 4 id Bi 
; es! H.- 4 ee PAS \T. We pre 4 “a. 
- &§ ‘ oa ~~ )\ ee : . ££ Ae he . is get 5 spurs - ™ i 
or m6 OU CG ‘take ‘= eds ALM ows a py J age bi . 
s ff a. Net See > Ay a‘s\ Ss) vice? Flavor /. ‘: 
: | yt ee Ns J 
. & are (*) . 7% fs a pane , e aut) - Ma a ad i, & 
: | peas <8 ot) ewer piste eS 2 
vf F audio e 8B wood” . r , Pt, < ae = 1 ARD o.. Bs Bee g 
id | for og bY H.?° LI N \ ee oe Sa Bt e pre 3 = 
a- ys vice yLE pi OA}: See pre D ss 7 
m itho-S° a a MeB > FS . ass AN reas a 
re - 0 THe ar f , at fae _—. dino ysl oe thie ES ts 
W | $e." cMOe? eq - J oY eer pivis'? ° * 
m a "ome Yr essan ile, = SF __ ia — 
rk ‘ rae se | 7 » 2 ee : , —" 3 4 es * . in f — iy E 
‘a NN ~ * => ail ‘i ert So 4 qrauth ° nore ayer : 
“a “ of ; ¢ nov io” nose » ih ne? th rAs¥ | 
: \ Ps os ae aoe ce” BEE CUMo> al 
tel \\ , EA 1, of Ra ot Ry — Lp \ ee 
o" es if ; \¥) i. pusse! _ : pe B 2 i ail ; \ a \ * “ : et 
on- ame | apy DAI | ay WE ANS a 
: = AD \ A 3342 
en , “ he “Se soft ae 
tu- ae a ( 90? MILE , 5 a hes —— a,’ ea pivisio” 28 ; 
_ i i N \\ af /y 5 90” olt § . pee / > € - ras" atla® . ec 
AK ia 7 ) —_ of tHe : ¢ 
( y 4 ~~ Gt n pavi® . = é 
, f. 3 sue ; ie yas? ante a 
£ 7 a ai ie neo wi ivisio™ cs . iced by a it 
Ff 7 ph ® fe) -.aft D . set pee Fy 
- <k a _ - pane » ” americ® pith? ad 4 
- ta 24 ad.s .m >» - ] os owt® ; of “Us : ’ 
re «aes ee? P M Hamme ee 
eg Tre hae ea 
_~_ Bd 60% og oo — 
AOrANG —_ : a 
covet” ” a 
tp ia x 
ee “ofee aa 
al 5c - F 
: — ee , J 
‘ For Products that Hela Sell Your Product... ee ae 
ree 


10 


ADVERTISING AGE 


August 23, 1937 


Thompson Puts 
Trophy History 
in Gold Booklet 


Cleveland, Aug. 18.—Focusing at- 
tention on the history of its sponsor- 
ship of the famous ‘Thompson 
Trophy air races, Thompson Prod- 
ucts, Inc., has issued an elaborate 
booklet, directed to executives in 
automotive, aviation and financial 
circles. 

Fach of the 2,200 copies prepared 
is numbered and labeled personally 
for the individual recipient, and the 
automotive and airplane parts manu- 


THE DISHTOWELS’ LAMENT 


a 
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PLACE IS THIS? NEVER 
SAW SO MANY DISHES TO 
BE DRIED! A WEEK OF 


facturer has given effective emphasis 
to the trophy theme with heavy use 
of gold color, and profuse illustra- 
tions. 

Copy and layout were handled by 
Fred Witt, advertising manager. He 
reported the booklets cost $1.80 each. 


Two Name Levy 
Vivarex Company, New York, re- 
cently formed to handle sales of Viva- 
rex, has appointed Raymond Levy 
Organization, New York, to handle 
all advertising of its tonic tablets. 
First advertising will appear in mass 
circulation magazines, to be supple- 
mented by newspapers. Face Es- 
thetics, Inc., New York, has also 
named the agency to handle a news- 

paper and direct mail account. 


Goodyear Promotes New 


Tire in Farm Papers 


“Teeth-to-Tractors” is the theme of 
a campaign launched this month by 
Goodyear Tire & Rubber Company, 
Inc., Akron, in announcing develop- 
ment of a new Sure-Grip tractor tire 
as a running mate to All-Traction 
tractor tire. 

Country Gentleman, Country 
Home, Farm Journal, Cappers Far- 
mer and Successful Farming are 
being used. Electrograph Company, 
Detroit, is the agency. 


Joins Brunswick 


Betty Miner has joined the adver- 
tising staff of Brunswick-Balke-Col- 
lender Company, Chicago, in the cre- 
ative and production department. 


BRISTOL ENACTS 
DRASTIC DIRECT 
SALES ORDINANCE 


Bristol, Conn., Aug. 20.—An ordi- 
nance, designed to place all types of 
house-to-house salesmen under city 
regulation and in some respects de- 
clared to be even broader than the 
famous Green River, Wyo., ordinance 
which prohibited peddlers from call- 
ing at a home for purposes of solicit- 


GOLLY! 
WHAT KIND OF A 


THIS 'N | WON’T KNOW 
MY WARP FROM 
MY WOOF... 


JOB, 


THIS HERE’S NO 
EASY KITCHENETTE 


HERE'S A HOME. A 
FAMILY. WITH CHILDREN. 


HE busiest kitchens are the family 
kitchens ...the biggest food buyers are 


YEAH, 


NEW-COMER... THIS 


THESE PEOPLE 


the women who are running a home. 
Obviously, then, one of the best food- 
buys ever set before an advertiser is the 
million-and-more circulation of The 
American Home. 

Why so obvious? Because this 100% 


service magazine goes only to families who 


are running honest-to-goodness homes 
(setting a good table is a big part of the 
job). Because it reaches a higher percentage 
of families with children between 5 and 18 


years of age than other magazines (chil- 
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DAY STUFF. WAIT 


THE COMPANY THEY 
FEED...THE LUNCHEON 
PARTIES, THE NEIGH- 

BORHOOD 


SAY, THIS 
1S JUST EVERY 


LL YOU SEE ALL 


LINE IF YOU 
A CHANCE. IN 
KITCHEN IT’S 


KIDS, 
THE WEEK-END 


LISTEN, SON... 
TRY 'N BLOW OFF THE 


BUT WORK, WORK, 


dren run up the food bill). Because 80% 
of our women shop for their groceries 


personally (what a chance to establish 
EVER GET 


A FAMILY 
NOTHING 


your brand!). And because for years we 
have given our readers more editorial 
linage on food, published more good, 
sound recipes, than any other magazine 
(We're selling food to our 1,000,000 Are 


you selling °em on your brand?) 


LSS MRRP Be aro 
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There’s no place like 


ERICAN 1 LOME 


for advertisers who sell anything for the home 


.| bids all 


ing or selling unless invited to do gq 
by the occupant, became effective 
here today. 

The first section of the Bristo| 
ordinance demands registration with 
the city clerk. The applicant is re. 
quired to furnish a written applica. 
tion, with a fee of 25 cents. The city 
clerk, unless “good cause is shown 
why such applicant should be re. 
fused,” then issues a badge, good 
for the balance of the calendar vear, 
which the salesman must wear, 
Registrations may be revoked for 
cause. A fine of $25 is provided for 
violations, with each day of unregis. 
tered operation constituting a sepa- 
rate offense. 

The Bristol Chamber of Commerce 
sponsored the ordinance, enactment 
of which was immediately followed 
by a storm of protest from local busi- 
ness men who were advised that all 
their sales representatives would he 
required to register and wear the 
canvasser’s button. 

The broad phraseology of the law 
makes it applicable to traveling men 
who call only upon business houses, 
as well as house-to-house vendors, 
and the phrase “engaged for any 
purpose of trade .. .” is subject to 
extreme interpretation. The Green 
River law, while placing a virtual 
ban upon house-to-house solicitation, 
applies only to private residences. 

The Bristol corporation counse] 
has ruled that the law does not 
affect collectors for insurance compa. 
nies and stores, but that otherwise 
there appear to be no exemptions. 
Even newsboys, if they solicit new 
customers, are required to wear the 
button. Louis A. Wheeler, executive 
secretary of the Chamber, said that 
the main purpose is to “keep tab” 
on out-of-town canvassers. 


Green River 
Anti-Peddler 
Law Is Killed 


Chicago, Aug. 17.—City commis- 
sioners of Aberdeen, S. D., upon re- 
ceiving a petition signed by more 
than 15 per cent of the legal voters 
of that city, rescinded the so-called 
Green River ordinance which had 
been in effect for a little over a 
month, P. O. Ferrel, vice-president 
and general sales manager, Real Silk 
Hosiery Mills, Indianapolis, an- 
nounced at a meeting of direct-sell- 
ing executives here last week. 

Mr. Ferrel said that attempts to 
enforce the discriminatory measure 
brought on a storm of protest from 
the Aberdonians, in which the press 
and the Aberdeen Civic Association 
joined. Faced by a lengthy roll of 
protesting citizens and on the advice 
of the directors of the business body, 
the commissioners repealed the ordi- 
nance without delay. 

“In striking out 
night hucksters with worthless 
wares, the Green River ordinance 
goes to the other extreme and _ for- 
house-to-house — solicitation 
except at the express invitation of 


against fly-by- 


‘| the housewife,” Mr. Ferrel said. 


FACTS FOR 
SPACE BUYERS 


IMMEDIATE 
VOLUME NOW 


PLUS 


9.2 Extra Sales 
Years! 


Ask for the FACTS! 


SCREENLAND 
UNIT 


45 West 45th St., New York City 
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STATE STREET, CHICAGO—RETAIL AND DEPARTMENT STORE CENTER OF THE MIDDLE WEST 


First in Total Retail and... 


Department Store Advertising in Chicago 


—First Seven Months of 1937—Source: Media Records, Inc. 


Total Retail Advertising 
THE CHICAGO DAILY NEWS. .4,086,937 lines 


Chicago Daily Tribune............ 3,608,561 lines 
Chicago Evening American........ 3,211,420 lines 
Chicago Daily Times.............. 3,130,284 lines 


Chicago Daily Herald & Examiner. . 1,456,144 lines 


Department Store Advertising 


THE CHICAGO DAILY NEWS. .2,008,345 lines 


Chicago Daily Tribune........... . 1,460,447 lines 
Chicago Evening American ........ 1,305,468 lines 
Chicago Daily Times.............. 1,162,777 lines 


Chicago Daily Herald & Examiner.. 331,498 lines 


4 3 4 3 3 () —the greatest July circulation in the history of The Chicago Daily News and the 


24th consecutive month to show a gain. 


THE CHICAGO DAILY NEWS HAS GREATER HOME COVERAGE AND REACHES MORE ABLE-TO-BUY 
FAMILIES THAN ANY OTHER DAILY NEWSPAPER IN CHICAGO 


. 


THE iether DAILY 1 


| Chicago's HOME. Newspaper 
WITH THE Moet VALUABLE CIRCULATION 


IN. THE cry 


NEW YORK OFFICE: 9 Rockefeller Plaza @ 


cole nea 


DAILY NEWS PLAZA, 400 W. Madison St., CHICAGO 


DETROIT OFFICE: 4-119 General Motors Bldg. © SAN FRANCISCO OFFICE: Hobart Bldg. 
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What Is a Private Brand? 


The enactment of the Tydings-Mil- 
ler bill and its reluctant approval 
by President Roosevelt put manu- 
facturers in a position to establish 
resale prices under the fair trade 
laws of forty-two states. The accept- 
ance of price maintenance by oOwn- 
ers of leading national brands, de- 
layed in many cases to await final 
action on national legislation, will 
follow almost as a matter of course. 
Pressure for price protection from 
retailers will make it virtually im- 
possible for manufacturers distribut- 
ing through independent stores to 
avoid complying with the provisions 
of the fair trade laws. 

The competition between private 
brands of large chains, department 
stores and other important merchan- 
dising units and established national 
brands will continue as in the past, 
but with greater effort on the part of 
the owners of private brands to sur- 
round them with the attractiveness 
of low prices. If the competition 
extends over a broad field, as in the 
case of the Macy brands, now to be 
given national selective distribution, 
the owner of the so-called private 
brand will soon reach the anomalous 
position of promoting his own prod- 
uct directly or through distributors 
just as the national advertiser does. 
Faced with the same problems, and 
endeavoring to make his own brand 
a standard of quality and value, at 
some point he will cease, if success- 
ful, to have a private brand and will 
have one which is actually if not 
nominally a national brand. 

It is a peculiar fact, too, that while 
owners of private brands have sought 
the privilege of cutting prices on 
standard brands, they have been uni- 


formly careful to maintain prices on 
their own brands. These prices, for 
obvious reasons, are lower’ than 
those of nationally advertised and 
trade-marked goods, but their price 
levels have been well-maintained. 
When the erstwhile private brand is 
out on the national firing line in com- 
petition with established products, 
and is seeking national distribution 
and national consumer recognition, 
what is going to happen to the care- 
fully protected prices and_ profits 
which these brands have represented 
heretofore to their original sponsors? 

There is little difference between a 
national brand and a private brand 
except that the latter is a nonentity. 
But the picture changes when the 
effort to put the unknown private 
brand in direct competition with es- 
tablished trade-marked and _ adver- 
tised goods creates problems for the 
owner of the private brands directly 
comparable with those of the adver- 
tised competition. Not only are pro- 
motion and advertising an important 
factor—just as they have been in 
the case of Macy—but control of dis- 
tribution becomes more difficult. And 
the moment the policy of maintain- 
ing identification for the goods after 
they leave the hands of their orig- 
inal sponsors is adopted, the private 
brand is no longer private but in the 
same class with the advertised na- 
tional brand which it hopes to sup- 
plant in public favor. 

The further the enthusiasts for un- 
limited price competition through 
private brands go with their promo- 
tion, the closer their position will re- 
semble that of any other national 
distributor with a trade-mark and an 
identified product to protect. 


Making Advertising the Goat 


Failures in the field of national 
merchandising are often called adver- 
tising failures when they should be 
labeled distribution failures. 100d 
advertising cannot cloak mistakes of 
policy in the establishment of sales 
and distribution programs which con- 
tain obvious defects, the correction of 
which is left to the supposedly mirac- 
ulous effects of advertising. 

A certain soap manufacturer ad- 
vertises one item in the line, but the 
salesmen push the whole line and 
fail to emphasize the advantages of 
the advertised product. Display and 
point-of-sale material is missing 
from the merchandising plan. The 
advertising creates interest among 


consumers, but who is to blame if 


the manufacturer fails to get the 
volume business which the quality 
of the product and the effectiveness 
of the copy justify? 

A cosmetics manufacturer selling 
direct to a limited number of outlets 
needs jobber co-operation to take care 
of the small accounts and handle re- 
orders. His sales force is too small 
to do more than high-spot the field, 
and the jobbers fail to enthuse over 
the line. The advertising is good, 
but is it good enough to untangle the 
distribution snarl? 

The test of good advertising is said 
to be sales, but before blaming adver- 
tising for unsatisfactory sales results, 
why not turn the spotlight on 
tribution weakness? 
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Grocer Che, 


—The American Legion Magazine 


“He says it's for air mail." 


Views from the Outside 


Strikes 


(As viewed in Canadian Business) 


The activity on the labor front this 
year is illustrated by the fact that 
there were more strikes in the first 
six months of 1937 than any year 
since 1919. In that period this year, 
there were 176 strikes or lock-outs, 
or more labor disputes than occurred 
during all of last year. The workers 
involved, however, were fewer than 
in 1925 (coal mining strikes in Nova 
Scotia) or in 1919 (general strike in 
Winnipeg) indicating that labor dis- 
putes were more widely distributed. 

Nearly 45,000 workers have lost 
this year 395,000 man-working days, 
which has cost them, say at 50 cents 
an hour, over $1,500,000 in their pay 
rolls. This result from strikes can 
be told simply and to advantage in 
every company bulletin having 
worker circulation. Will-o’-the-wisp 
promises by every agitator’ that 
comes along can be combatted by 
employers and such figures as these 
will help. 

Both business and labor would do 
well to devote a little more serious 
effort to the use of pre-strike nego- 
tiations, especially when the major- 
ity of labor disputes are settled by 
strike-time negotiations, anyway. 


Sell Cities 


(As viewed in the Dallas News) 


For two years, Dallas has received 
an enormous amount of favorable 
publicity as the site of two big expo- 
sitions. But after next Nov. 1, other 
means of advertising the city must 
be resorted to if Dallas is to retain 
its just share of the limelight. In 
this connection, it might be well for 
city officials to consider the benefits 
that cities in other States have at- 
tained through use of tax money for 
advertising. 

Since 1927, California cities have 
been allowed to spend up to 5 cents 
on each $100 of assessed valuation on 
advertising. This year, Berkeley is 
spending $6,255, Stockton $12,600, 
Sacramento and San Diego $20,000 
each, Oakland $30,000 and San Fran- 
cisco $200,000. Since 1931, California 
counties have been allowed to spend 
up to 4 cents per $100 of assessed 
valuation on advertising, and last 
year 36 of the 58 counties took ad- 


vantage of this provision. These 
counties spent a total of $1,031,572 on 


publicity, the largest expenditure 
being $474,129 by Los’ Angeles 
County. 

Cities in Florida, Colorado, 


Georgia, North Carolina and Virginia 
also have been advertising for sev- 
eral years to woo tourists, and in 
some cases to woo industries. 

Courts in both California and Flor- 
ida have upheld the right of cities to 
use tax money for advertising. If 
Texas is to compete with these states 
for tourist trade, as it well might do 
after the Big Bend National Park is 
established and the main highways 
cleared of eyesores, Dallas and other 
Texas cities may appropriately study 
the problem of municipal advertis- 
ing. 


Regulation 


(As viewed in Farm Journal) 


One of the very few flaws in the 
Constitution, as it turns out, is its 
failure to make it clear that neither 
Congress nor the states are expected 
to interfere in the ordinary business 
affairs of the citizens. 

The Bill of Rights, covered by the 
first 10 Amendments, protects the po- 
litical and legal rights of the com- 
man man fairly well; but against 
this appears the mischievous phrase 
in the 8th Section of Article I, which 
says that “the Congress shall have 
the power to regulate commerce with 
foreign nations, and among the sey- 
eral states.” 

No one would question the wisdom 
of that, particularly the regulation of 
interstate commerce, since otherwise 
the states would be constantly trying 
to cut each other’s throats. There is 
a good deal of it, as it is. 

The trouble arises because the av- 
erage Congressman reads Section 8, 
Article I, and concludes that “regula- 
tion” is his job. It would seem that 
any politician could understand that 
no political regulation can compare 
in efficiency with the regulation im- 
posed on every business by its active 
competitors. It would seem that he 
could realize that national health and 
prosperity is not secured by setting 
up labor and price monopolies, but 
by rigidly suppressing all monopo- 
lies, maintaining free competition, 
and letting all businesses regulate 
each other. 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any national ad- 
vertiser or advertising agency execu- 
tive writing on his business letter. 
head. 


No. 1214. Let’s Cut Out a Sample and 
Analyze It. 


Farmers in the Oklahoma-Texas 
area are enjoying the most prosper- 
ous crop conditions in several years, 
says this folder issued by The Farmer- 
Stockman. Getting down to Cases, 
the folder contains reports on buying 
activity in the wheat section of Okla- 
homa, based on interviews with farm- 
ers and dealers. 


No. 1215. Jllustrated Parts Lists. 

This folder, issued by Joseph S. Vo- 
gel & Co., describes a family tree ar- 
rangement which permits economical 
reproduction of illustrated parts 
lists by blue print, photostat and 
photo offset processes. 


No, 1216. 
Louis. 


KMOX, the Voice of St. 

This interestingly illustrated bro- 
chure offers a camera biography of 
KMOX in action. It tells the story of 
the studios, staff, programs, merchan- 
dising co-operation and includes a 
list of the station’s current advertis- 
ers, 


No. 1174. Tickling a Man Where He 
Likes It. 


This brochure, issued by Fawcett 
Publications, is a reader survey of 
the Fawcett Detective Unit, giving 
data on size of families, income, age, 
home ownership and amounts spent 
for several products. 


No. 1177. If You Have a Product to 
Sell. 


How are color photographs made— 
what are the various processes—how 
are the best results obtained? This 
beautifully illustrated brochure is- 
sued by Manz Corporation provides 
clear and simple answers to the con- 
fusion of questions that come to the 
mind of the average advertiser when 
the matter of color photography 
comes up. 


No. 1194. 225 Chambers of Com- 
merce Define the Farm Market. 
In this brochure, Farm Journal de- 
scribes a questionnaire sent to the 
Chambers of Commerce in all cities 
of 25,000 to 100,000 population to de- 
termine how important farm trade 
is to town and city merchants. 


No. 1193. The Indianapolis Radius. 


The Indianapolis News has issued 
this brochure of detailed market in- 
formation about the Indianapolis ra- 
dius. It covers data on population, 
buying power, consumer characteris- 
tics and cities and towns in the 20 


counties comprising this trading 
area. 
No. 1188. The McCall Home Appli- 


ance Program. 


In this illustrated brochure, Mc- 
Call’s describes the research, surveys 
and tests behind its preparation of 
household appliance articles, and 
shows the interest created among 
readers in the modernization of 
kitchens and equipment. 


No. 1190. Why the Chicago Daily 
News Ranks First in Grocery Ad 
vertising. 

This folder gives several reasons, 
and contains a table showing the 
standing of Chicago newspapers iD 
grocery advertising among the first 
160 daily papers in the U. S. 


No. 1192. Rock Island-Moline, Third 
Largest Illinois Market. 


A wealth of market facts about the 
Rock Island-Moline trading area is 
contained in this booklet issued by 
Rock Island Argus and Moline Dis- 
patch. Maps and charts round out 
the picture of location, population, 
sales, circulation of the papers, aD 
the agricultural and industrial set 
up of the market. 
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N ORDER toget the most out of your 


advertising, it is worth noting the 
trend in media values as well as the 
current situation. 

Knowledge of what has taken place 
in Chicago during the past five years 
enables an advertiser to capitalize 
developments which can work with him. 

During the first six months of 1937, 
Chicago retailer; bought 5,596,075 
lines of space in the Tribune. This was 
1,935,267 more lines than they placed 
in any other Chicago newspaper. 

During the past five years, they in- 
creased the Chicago Tribune’s lead in 
retail advertising from 11.0% to 52.9%. 

These retailers increased their use 
of Tribune space because it helps them 
sell more merchandise. 

The Tribune has the volume of cir- 
culation and the intensity of reader 
interest which gives the retailer the 
contacts he needs in order to get the 
sales volume available in the great 
Chicago market. 

The Tribune’s position as an adver- 
tising medium rests solidly on its su- 
perior position as a news publication. 
Chicagoans like the comprehensive 
way the Tribune reports the news. 
They like the Tribune’s expertly con- 
ducted feature departments, its appeal- 
ing cartoons and comics. They like its 
attractive format and superior printing. 

As a result, the Tribune today is the 
One newspaper which is read by a 
majority of all the families in metro- 


politan Chicago. It reaches practically 
as many families as any two other 
Chicago newspapers combined. 

To get more out of your advertising 


in Chicago, schedule it for the Tribune. 


Chicago Tribune 


TOTAL DAILY CIRCULATION IN EXCESS OF 800,000 


TOTAL SUNDAY CIRCULATION 


IN EXCESS OF 1,000,000 


Chicago newspaper in 
Retail advertising 1st 
6 mos., 1933 to 1937 


403,858 
Lines. 


ADVERTISING AGE 13 
forging still farther ahead ! | 
3 
e ®@ 7 
advertising @ 
RETAIL ADVERTISING LINAGE IN CHICAGO NEWSPAPERS 5 
Volume in lines—Ist 6 mos., 1933 to 1937 er 
TRIBUNE NEWS TIMES AMERICAN HANDE 6,000,000 
1933 4,066,873 3,663,015 995,290 1,978,810 1,405,741 
1934 4,444,692 .3,723,791 1,134,670 2,423,107 1,722,944 
1935 4,552,415 3,563,156 1,815,883 2,338,951 1,931,820 15,400,000 
1936 5,028,853 3,365,785 2,174,240 2,819,635 1,999,848 
1937 5,596,075 3,660,808 3,083,637 2,878,687 1,965,670 
4,800,000 
RIBUNE 
' 4,200,000 
2n 3,600,000 
3,000,000 
: 2,400,000 
"h NEWSPAPER 
5th NEWSPAPER | 1,800,000 
1,200,000 
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ord NEW® : 
| : 1936 1937 600,000 
= ra: ins | Chicago Tribune Lead over 2nd 


1,935,267 
Lines 


1,663,068 
Lines 


989,259 
Lines 


720,901 
Lines 


Ist 6 mos. 
1936 


Ist 6 mos. 
1935 
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Schering Plans 
Radio Campaign 
Test for Saraka 


New York, Aug. 17.—A test radio 
campaign in seven cities—Harris- 
burg, Pa., Manchester, N. H., Peoria, 
Ill., Sacramento, Cal., Shreveport, 
La., South Bend, Ind., and Utica, 
N. Y.—will be inaugurated the first 
week in September for Saraka, laxa- 
tive made by the Schering Corpora- 
tion, Bloomfield, N. J. The 15-minute 


program will be heard twice weekly. 
“Doctors Who Dared” is the title of 
the program, featuring the tales of 
a traveling medical man, Dr. W. E. 
Aughinbaugh, formerly of New York 
University and Columbia University. 

Starting Aug. 23 in Life, Saraka 
will break its fall magazine program, 
using substantially the same sched- 
ule it has been employing to date. 
Ten national magazines and five Sun- 
aay supplement magazines are on the 
list. Newspaper space likewise will 
be taken on radio pages to publicize 
the new radio program. 

Magazine copy will feature a char- 
acter called “Inbad the Ailer,” cre- 


ated by Otto Seglow, and tested last 
spring. Saraka will reach the drug 
trade through American Druggist, 
Druggists Circular, and Drug Topics. 
The agency is Marschalk & Pratt, 
Inc., New York. 


Two Join “Record” 


Kenneth B. Jones, classified adver- 
tising manager of Rochester Evening 
Journal and Sunday American, 
Hearst newspapers which suspended 
publication June 30, and William H. 
Gragen, veteran member of the 
Journal-American display advertising 
department, have joined the Daily 


Record, Rochester business and legal 
newspaper. 


You won’t see wheat 


unified city! A city 


expansive territory! 


Their 


average. 


ONE 


city streets—but plenty of it grows 
between the cities, towns and ham- 
lets that comprise the Salt Lake Mar- 
ket Area. And wheat is just one of 
the basic wealth producers in this 
vast territory, which (for all practical 
sales strategy purposes) is a single, 


it’s a self-contained unit occupying an 


People here are good earners and 
good spenders; spend at retail 15% 
more per capita than the national 
income flows 


The Salt Lake Tribune 


MORNING AND SUNDAY 


National Representatives: 
REY NOLDS-FITZGERALD, INC. 


harvesting 672,000 acres of wheat 


growing in the 
810,000 a year; 


manufacturing 


All of which 


unique in that 


diversified sources, including farm 
and livestock to the tune of $148,- 


mining, $147,456,000; 
$146,916,000 (annual 


averages for three-year period). 


adds up to a most at- 


tractive opportunity for profitable 
selling—economical selling, too, in 
view of the fact that this market of 


nearly a million is effectively served 


by one metro} 


one of the lowe 
from 


UNIFIED 


“BIG CITY" ae 


volitan medium, The 


Salt Lake Tribune-Telegram, with 


st milline rates in the 


entire publishing field. 


Salt Lake Telegram 


EVENING ONLY 


Color Representatives: 


Member, ASSOCIATED WEEKLY 


PAYNE, CROSLEY 
FEUD, PROLOGUE 
TO RADIO PROBE 


Commissioner's Letter Brings 
New Airing of Conflict 


Washington, Aug. 18.—Heighten 
ing interest of broadcast officials, 
advertisers and agencies in a pro- 
posed senatorial investigation of the 
radio regulatory structure was an 
exchange of charges this week be- 
tween George H. Payne, Federal 
Communications Commissioner, and 
Powel Crosley, Jr., owner of station 
WLW, Cincinnati, concerning use of 
the exclusive WLW’s_ super-power 
license given the station. 

The conflict which broke out at 
last fall’s re-allocation hearings, was 
renewed when Commissioner Payne 
released a copy of a letter sent to 
Mr. Crosley, accusing his station of 
abusing the experimental license to 
increase profits. 

Denial and counter charges were 
made at once by Mr. Crosley. 

Commissioner Payne’s letter read, 
in part: 

“It seems now and it seemed then 
(at an informal engineering confer- 
ence of the commission) that there 
is no great secret about the fact 
that, instead of this experimental 
license being used for scientific re- 
search, it is used simply as a means 
of earning unusual profits. 

“Since I first attempted to obtain 
information from you about your sta- 
tion, the commission and the public 
had the question of monopoly and 
favoritism brought officially to their 
attention in Congress.” 

Commissioner Payne cited a 
speech made by Congressman W. D. 
McFarlane in which the latter called 
attention to “deplorable conditions 
now existing in the broadcast indus- 
try as far as the public was con- 
cerned.” The Commissioner also 
quoted Mr. McFarlane as charging 
that WLW, after receiving the ex- 
perimental license to use 500,000 
watts, had increased its advertising 
rates some 50 per cent. 


Wants Balance Sheet 


Commissioner Payne requested that 
the station submit to the commission 
detailed financial data, including 
balance sheet showing its invest- 
ment, assets, liabilities and stock; a 
profit and ioss statement; dividends 
declared; broadcasting hours sold; 
broadcasting time devoted to prod- 
ucts of Crosley and affiliated compa- 
nies; rates and increases in rates. 

Flat denial of all these charges 
was made by Mr. Crosley. He de- 
clared that personal representatives 
of the company, bearing the financial 
statements requested by Commis- 
sioner Payne last fall, had made 


several attempts to see the latter, 
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TREMP RING of OL TEM-SP RENE 
. mave be t. 


With copy tuned to editorial content of 

various magazines scheduled, Charles 

Karr Company, Holland, Mich., is open- 

ing a fall campaign for Spring-Air 

mattresses, pointed to maintain the 227 

per cent sales increase registered the 
first six months of ‘37. 


personally in Washington but that 
the commissioner had been “too 
busy” to see them. In response to 
the commissioner’s current request, 
Mr. Crosley asserted that he was de- 
clining to fulfill the demand “because 
of advice of counsel] that this is a 
personal as distinguished from an 
official request.” 

Regarding the monopoly of the 
500,000 watt field by station WLW, 
Mr. Crosley pointed out that the sta- 
tion had “pioneered experimentally 
in every increase in power beginning 
with the establishment of the first 
5,000 watt broadcasting station.” 

He also denied the quoted state- 
ment of Congressman McFarlane 
that WLW’s rates had increased 50 
per cent. “I have not seen the state- 
ments personally,’ Mr. Crosley said, 
“but the actual increase in rate was 
20 per cent, although the increase in 
power was 1,000 per cent.” 

Other attacks have been made 
upon the Crosley company by vari- 
ous congressmen concerning its re- 
cent acquisition of Charles Michel- 
son, Democratic party publicity chief, 
as public relations consultant. 

The resolution of Senator White 
for an investigation of radio broad- 
casting is now in the hands of the 
Senate committee on audit and con- 
trol and is expected to receive a 
$25,000 expense allotment. Need for 
the investigation, according to Chair- 
man Wheeler, is not so much in the 
correction of alleged injustices, but 
to “establish the real facts concern- 
ing the development of the industry 
which was unborn when the FCC 
was organized in 1912.” 

Among the points of investigation 
would be: extent to which broad- 
casting stations are owned, con- 
trolled by or affiliated with news- 
papers; effect of chain operations 
upon the financial results of chain 
and independent stations; extent of 
censorship exercised by the stations, 
and extent of advertising devoted to 


-products claimed to have medicinal 


or therapeutic values. 


ABP ** 


WELLS ST. 
CHICAGO 


TAKE A TIP FROM OLD 
MAN EXPERIENCE! 


Here’s a tip—Check the advertising of 
those organizations who sell practi- 
cally all they produce to bakers.... 
whose bread and butter comes only 


from the baking industry. You'll find 
them using BAKERS’ HELPER be- 
cause it pays. . . . It pays because its 
alert, fearless editorial policy appeals 
to progressive money-making bakers. 


ABC 


HELPING TQ ahi TO BAKERS 
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1,700,000° NEWSSTAND SALES 


Passes All 5c Magazines in First 8 Months 


HE answer to LOOK’S leadership in newsstand 

sales is LOOK itself. Here is no mere miscellany 
of pictures. Here is no result of such accepted circu- 
lation building tools as premiums, contests, boy sales. 
man or subscription canvassers. 


Here, instead, is a newly invented editorial tech- 
nique ... narrative-in-pictures . . . pre-proved for reader 
interest through four years of painstaking effort. 
Pre-proved again, as a magazine, on newsstands for 
eight months at LOOK’S expense. 


BLACK AND WHITE RATES 


1TIME 7TIMES 13TIMES 18TIMES 26 TIMES 
Full Page $3,725 $3,600 $3,500 $3,300 $3,100 
One-half Page 1,975 1,875 1,800 1,700 1,600 
One-quarter Page 1,000 965 950 900 850 
One-eighth Page 510 485 475 465 450 
Agate Line 6.10 6.00 5.85 5.79 5.50 


“GUARANTEED CIRCULATION 1,500,000 


1,700,000 people now buy LOOK at 10 cents a 
copy because LOOK is interesting, vital, grip- 
ping. Each issue finds tens of thousands more 
attracted to LOOK’S fresh, vivid, camera-story 
style. 


LOOK’S editors seek out the unusual, the 
curious, the dramatic picture-stories of the world 
in such basic human fields as sociology, religion, 
sport, crime, beauty, fashion, stage, screen, self- 
improvement, etc. These, LOOK gives to 
LOOK’S readers, and America responds issue- 
after-issue by spending its dimes at newsstands 
to see what LOOK has to say ... in pictures! 


With the November 9th issue of LOOK (on 
the newsstands October 26th), America’s adver- 
tisers can ride to greater riches in LOOK’S 
proved-reader-interest pages ... at rates that 
make LOOK advertising’s most spectacular buy. 


Look, Incorporated, Des Moines, Iowa 
NEW YORK DETROIT 
551 Fifth Avenue 


CHICAGO 
333 North Michigan Avenue 


General Motors Bldg. 
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Larsen Tells 
Life Readers 
of Big Loss 


New York, Aug. 18.—Life during 
the current year will lose approxi- 
mately $2,500,000—and lose _ this 
amount cheerfully—Roy E. Larsen, 
publisher, reports in a letter to char- 
ter subscribers in which this group 
is given a detailed report on mechan- 
ical and editorial developments of 
this “first year’ publication. 

Mr. Larsen gives the readers an 
insight into profitable publishing 
problems with the statement that 
IAfe’s advertising rates and produc- 
tion plans for the first year were 
based on a circulation of between 
250,000 and 300,000 and he added 
that currently “we hope to inch our 
press run up over 1,200,000.” 

Stressing the printing problem in- 
volved, he declares that mechanical 
advances are making it possible to 
coat and glaze fine paper at the “un- 
heard of speed of 700 feet a minute; 
to dry ink instantaneously by mixing 
it with nitrocellulose and exploding 
it in a roaring fire chamber; to print 
four colors nearly as fast as one 
color was printed before; to gather 
the pages of a finished magazine 


three times as fast as human hands 
can move. 

“When these four developments are 
perfected,” he concludes, “Life will 
achieve a goal which, even a year 
ago, printing experts pronounced im- 
possible—the production of a large- 
circulation magazine on fine coated 
paper on a schedule allowing only 
four days between the editorial dead- 
line and the delivery of the last copy 
to U. S. subscribers.” 


Teck Appoints Two 

Teck Publications, Inc., New York, 
has announced the appointment of 
Walter C. Freeman as manager of 
the advertising and merchandising 
department of Radio News. Virgil 
Malcher has been named Western 
advertising manager. Mr. Freeman 
was formerly associated with Gooch- 
Jennings, Inc., and Carl Percy, Inc., 
New York, as account executive serv- 
ing national advertisers. Mr. Mal- 
cher has been Western advertising 
representative of Radio News for the 
past six years. 


Doubles Appropriation 


Pepsi-Cola Company, New York, 
has increased its appropriation from 
$500,000 to $1,000,000 for the coming 
year, continuing for the second suc- 
cessive year its 12-month advertising 
campaign. Enamel signs and 600 
newspapers will be used. 


UNITY KEYNOTE 
MARKS INITIAL 
NSA CONCLAVE 


Sign Men Urged to Adopt 
Self- Censorship 


Chicago, Aug. 20.—Expressive of 
the forward march toward unity in 
the sign industry was the plea made 
here at the first annual convention 
of the newly formed National Sign 
Association by John W. Mollica, Mo- 
beco Sign Company, Watertown, 
Mass., that the association take cog- 
nizance of anti-sign legislation al- 
ready in effect in several states and 
launch a self government drive for 
the entire industry to stamp out ob- 
jectionable features of poster and 
display advertising. 

Mr. Mollica’s address was a fea- 
ture of the association’s four-day 
program, winding up today, which 
included a school of modern sign 
methods, initiated as a “University 


goed the 
upper strata is 
no new experience to 
the men in automatic 
heating and air con- 
ditioning. Over an 
extensive period 
these men have be- 
come accustomed to making 
consistent ascensions to higher 
sales peaks. They PREFER the 
upper altitudes and, as an ag- 
gressive, forward pushing dealer 
group, theyll CONTINUE to 


climb to new levels. 


These are the kind of men you 
can’t hold back . . . men who 
are not content to sit back and 
enjoy the fruits of their present 
efforts. They see even greater 
possibilities ahead of them and 


it is their aim to CONTINUE to 
forge ahead. 


As they do so these men are 
ever alert to the opportunities 
which new or additional lines 
hold open to them. They are 
most favorably impressed with 
products of merit particularly 
when brought to their attention 
in the pages of their industry’s 
publication. . . . AUTOMATIC 
HEAT and AIR CONDITION. 
ING. 


“CURRENT CONDITIONS", the monthly bulletin giving up-to-date marketing and 
merchandising information on all phases of automatic heat and air conditioning, 


will be sent to those requesting it on their business letterhead. 
containing shipment figures and other valuable statistical 
bulletin shows market conditions in all sections of the country. 


In addition to 
information, this 


rn 


ibe Oni 


It is significant that 
the gains registered 
by the industry as a 
whole are virtually 
paralleled by AUTO- 
MATIC HEAT and 
AIR CONDITION. 
ING, the one and 
ONLY publication designed 
from its inception for the entire 
automatic heat and air condi- 
tioning industry . . . the one 
and ONLY publication which 
reaches ALL of the many seg- 
ments of this huge field. It is 
only natural that every piece 
of equipment that has an appli- 
cation in this field has its wid- 
est, most responsive audience 
in the industry’s publication . .. 
AUTOMATIC HEAT and AIR 
CONDITIONING. 


ADVERTISER 


BUSINESS 


These vice-presidents of A. G. Spalding & Brothers, Chicopee, Mass., join in 

festivities at the annual outing and clambake staged by the company: A. W. 

Olsen, New York, William F. Reach, Springfield, Mass., and L. E. Coleman, 
New York. 


for Sign Men,” an extensive array of 
exhibits by suppliers and sign build- 
ers presenting new technical deve!- 
opments and addresses by associa- 
tion and other leaders in the field. 

Walter A. Kenney, Ramsey Signs, 
Inc., Portland, Ore., president of the 
NSA, Ralph J. Balton, Balton & 
Sons, Memphis, chairman of the con- 
vention committee, and Orville J. 
Grisier, National Outdoor Advertis- 
ing Company, Denver, NSA secre- 
tary, emphasized the unified spirit of 
the new association in their ad- 
dresses. Others on the program were 
Miles Pennybacker, president, Vol- 
tarc Tubes, Inc., and NSA secretary 
of government relations; Channing 
Whitman, vice-president, Flexlume, 
Southern, Inc., Atlanta, and Richard 
E. Miesse, General Scientific Corpo- 
ration, Chicago. 


Films Set Example 


National Sign Association was 
formed last December, combining 
Associated Sign Contractors’ of 
North America and the National 
Electric Sign Association. 

In advocating self-censorship for 
the sign industry, Mr. Mollica set 
forth as an example in a different 
field the policies followed in the mo- 
tion picture industry. He pointed 
out that in previous years motion 
picture producers were releasing 
many films featuring gangsters and 
semi-clad femininity which were 
successful at the box office, although 
condemned by many. 

The film industry, he said, awak- 
ened to the rising tide of indignation 
and, instead of fighting or belittling 
it, set out to “clean up” the pictures 
themselves in a program of self-cen- 
sorship. 

Mr. Mollica, reporting conditions 
in his own state, said that the re- 
gional association there had been 
successful in sidetracking or killing 
all of the seven state bills recently 
introduced which would have ad- 
versely affected both advertisers and 
creators of sign displays. 

Another proposal made by Mr. 


Mollica was the establishment of 
national standards to be followed in 
the construction of signs. He told 
the convention that many signs 
made in Chicago, for example, even 
with the approval of Underwriters 
Laboratories, were not satisfactory 
for use in certain Massachusetts ter- 
ritories. National standards, he said, 
would aid both manufacturers and 
retailers of signs. 

The convention school, _ chair- 
manned by George J. Madill, Chicago 
Vacuum Equipment Company, was 
divided into several “courses” con- 
cerning various technical phases of 
the industry. “Majors” included an 
exhibition of the Pittsburgh Plate 
Glass Company’s store front caravan, 
reported in detail in ADVERTISING AGE 
Aug. 2, a discussion and demonstra- 
tion of new developments in paints, 
lacquers and enamels, a demonstra- 
tion of effective media in point of 
sale advertising and a sound film 
depicting the evolution of a store 
front to an advertising display. 
Other subjects were the proper appli- 
cation of advertising displays to con- 
form to design, correct lighting 
effects, and roadside advertising. 


Color Range Widened 


Significant in the exhibits was evi- 
dence of a trend toward a wider 
range of color in neon displays. Sev- 
eral manufacturers presented equip- 
ment designed to flash other primary 
colors than red in vivid modernistic 
hues. It was reported that these 
new products were as yet in the ten- 
tative stages and that final proof of 
their worth would be found in their 
ability to withstand cold winter 
weather as well as the red neon 
signs. 

The streamlined type of display 
has also pushed its way to the fore- 
front, both in the appearance of the 
complete display and in the working 
parts of which it is comprised, while 
operative technique is improved by 
new developments in transformers, 
electrodes, silhouetted letters and 
better fabrics for sign construction. 


TORONTO 


WINNIPEG 
LONDON, Eng 


maM| GIBBONS KNOWS CANADA | 


| J. J. GIBBONS LIMITED - ADVERTISING AGENTS & 


National 
Representatives, 
Edward Petry & Co., 
Ine. 


NASHVILLE, TENN. 


Owned and operated by The National Life & Accident Insurance Co., Inc. 
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S. 
an that of any other 


INTERNATIONAL REPRESENTATI< 


‘a higher 
medium 


WILLIAMS OIL-O-MATIC HEATING CORPORATION 


ones sees WILLIAMS ()ILOMATIC rrovvcrs 3750 


OILOMATIC™ 
COOLING 


GENERAL OFFICES AND FACTORY 


BLOOMINGTON, ILLINOIS, U.S.A. 


The Christian Science Monitor 
One, Norway Street 
Boston, Massachusetts 


Gentlemen: 


As you no doubt know, our company has scheduled The Christian Science 
Monitor as one of our advertising mediums for quite some time, and we 
are pleased to advise that not only our home office and our factory 
field representatives, but our dealers and their retail salesmen, con- 
sider The Christian Science Monitor one of the very best mediums we 
have ever used. Many sales of our equipment, both in this country and 
in many foreign countries, can be traced directly to inquiries received 
from readers of The Christian Science Monitor. 


Not only are we well pleased with the number of inquiries received as a 
direct result of our ads inserted in The Christian Science Monitor, but 
we are frank to state that the percentage of sales made against inquir- 
ses received will, without a doubt, run higher than that of any other 


medium we have usede 


Again thanking you and your associates for the time given us during our 
recent visit at your headquarters plant, we remain 


Yours very truly, 


WILLIAMS OIL-0-MATIC HEATING CORP. 


W. 
WJB:HN 


it, St 


- Louis, Kansas City, San Francisco 
- + » London, Paris, Geneva | 
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Voice of the Advertiser 


AFM Disc Demands 
Called Smoke Screen 


To the Editor: 
prised to note an essential error in 
your coverage of the meetings held 
in New York between the American 
Federation of Musicians and various 


groups representing broadcasting sta- 


tions, networks, record and electrical 
transcription manufacturers. 

Due to the fact that all publicity 
issued by the American Federation 
of Musicians prior to the meeting 
concerned the use of recorded music 
by radio stations, I am afraid you 
have continued the assumption that 
the meetings were almost exclusively 
devoted to this topic. 

The fact is broadcasting of records 
and electrical transcriptions on the 
air was used by the AFM as a smoke 
screen to disguise the real motive and 
purpose which is to force the radio 
broadcasting industry into the em- 
ployment of more musicians. by 
threatening that any station which 
would not employ a satisfactory num- 
ber of musicians would be refused 
the following services: 

Network broadcasts, orchestra 
broadcasts by remote control, either 
locally or from a network, and broad- 
casting of licensed phonograph rec- 
ords and electrical transcriptions. 

Crying about the use of records on 
radio the Federation successfully dis- 
guised the real purpose of the meet- 
ings until four days beforehand when 
the networks and the broadcasting in- 
dustry in general were advised of 
their other demands. As it now 
stands networks have been asked to 
guarantee their affiliates will employ 
a satisfactory number of men, other- 
wise they cannot receive music from 
any source utilizing union musicians. 
While the use of recorded music on 
the air is a point it certainly is not 
the essence of the union demand. 

GERALD KING, 
Standard Radio, Hollywood. 

[Editor’s Note: Mr. King appar- 
ently failed to read ADVERTISING AGE’S 
story carefully. Not only was the 
AFM’s demand on individual stations 
discussed, but the Federation’s full 
category of demands was detailed.] 


_ 2 
Tire Independents Look 
to Capitalization Laws 


To the Editor: You are to be con- 
gratulated on your editorial ‘‘Grow- 
ing Strength in the Independent Re- 
tailer.”” It would be well for many 
in the publishing field to come to this 
very definite understanding. There 
probably can be no question that ac- 
tive competition in the retail field 
and newer methods of merchandising 
have helped to make the independent 
retailer fully realize that he must re- 
build his business structure along 
progressive lines. 

Independents rightfully supported 
the Robinson-Patman act and _ the 
Tydings-Miller bill, believing that the 
adoption of both of these important 
measures would be a protection to ef- 
ficiency which is needed in all indus- 
tries today. In connection with this 
statement, may I point to the recent 
story in ADVERTISING AGE, headed 
“Tire Survey Shows Decline of Inde- 
pendent.” This decline is not due to 
lack of efficiency of independent tire 
dealers but efforts of tire manufac- 
turers to force unjustifiable volumes. 

How ridiculous for tire manufac- 
turers to spend millions of dollars 
advertising their leading brands of 
tires and to turn around and place 
the same quality product under a 
private brand name at 50 to 60 per 
cent lower than the dealer can buy 
them. 

Constructive salesmanship is most 
needed in the tire industry, and we 
feel certain violations of state and 
government laws by many tire manu- 
facturers, all tending to eliminate the 
independent tire dealer, have about 
reached their limit. We feel certain 
that within the next few months in- 
dependent tire dealers wil be secure 
in the retail field in a larger way 
than they have been in many years. 

GreorGE J. BURGER, 

Secretary and General Manager, 

National Association of Indepen- 

dent Tire Dealers, New York. 


This department is a reader’s forum. 


I am greatly sur- | 


Letters are welcome. 


| ONE JOB—70 YEARS 


tion of “Great Big” potatoes that 
some years ago we turned to featur- 
ing the “Great Big” apples and prunes 
of our territory. “Great Big,” in fact, 
has become a Northern Pacific policy 
in food serving and promoting native 
products. But it all began with a 
potato. 
L. L. PERRIN, 

Advertising Manager, Northern 

Pacific Railway Company, St. 

Paul. 

*?o 


Subscription to A. A. 
Is First Official Act 


To the Editor: Having just organ- 
ized this company, I should like, as 
my first official act, to have you enter 
my subscription to ADVERTISING AGE 
for the coming year. I feel that no 
agency executive can hope to keep up 
with developments in the field with- 
out the help of your complete and ac- 
curate coverage. 

MELVIN GLASSMAN, 

General Manager, The Melvin 

Glassman Company, Boston. 


Evart C. Stevens (right), president, In- 
ternational Silver Company, congratu- 
lates M. Wallace Hobson. 


Advertiser Boasts a 
70-Year Employe 
To the Editor: This month we 


honored at a dinner M. Wallace Hob- 
son on his completion of 70 years’ 


——w 


CAN THERE BE TOO MUCH LOVE? 


Double Dose of Love 
Spoils Subtle Touch 


To the Editor: There is no gain- 
saying the value of advertising, but 
the ultimate worth of advertising de- 
pends upon subtlety. As soon as that 
grace is lost, so is lost the strength 
of the message the advertisement car- 
ries. The enclosed photograph, I 
think, illustrates this point. 


It seems to me that in the interest 
of the people paying for the advertis- 
ing such conditions should be care- 
fully avoided. In the case of these 
advertisements with the “love” an- 


gle, from personal observation I[ 
know that the posters have been de- 
scribed as “silly” and “stupid’—they 
are too obvious; they have lost their 
subtlety in contradictions. 


WILLIAM A. PHAIR, 
Garwood, N. J. 


HOW MUCH DOES IT COST TO COVER 
PEORIA AND CENTRAL ILLINOIS? 
Drop us a line and we will tell you 
how cheap it is to cover this territory. 
We will guarantee coverage in 95% of 

the homes in this area. 
RIEDER’S ADVERTISING CARRIERS 
210 N. Adams St., Peoria, IIl. 


Member Trade Association of Advertising 
Distributors 


service with the International Silver |~ _ 
Company. ‘ 
Organizations that have been in 
business for more than 70 years are 
not common and to have with one of 
these old companies an artisan who 
has been in continuous service from 
the time he learned the first rudi- 
ments of silverware making in die- 
cutting, chasing etc., is, we feel, a 
rather remarkable achievement. 
W. G. SNow, 
Director of Information and Re- 
search, International Silver Com- 
pany, Meriden, Conn. 


Big Business Made 
of Great Big Spuds 


To the Editor: In ADVERTISING 
AGE of Aug. 2, you carried an article 
headed “Two Railroads Turn Copy to 
Aiding Clients” and among other 
things told of the work the Union 
Pacific is doing as the “exponent of 
the big baked potato.” 

The interest exhibited in that ar- 
ticle in what railroads are doing to 
promote the products of their terri- 
tories leads me to cite the work the 
Northern Pacific Railway has done in 
the promotion of the “Great Big 
Baked Potatoes” for which our din- 
ing cars have become nationally 
known among travelers. 

The Northern Pacific pioneered in 
the promotion of the “Great Big 
Baked Potatoes” when it introduced 
them in its dining cars 28 years ago. 
Farmers in the newly irrigated tracts 
in Washington and Idaho had found 
it possible to produce immense pota- 
toes on their voleanic ash soil by ir- 
rigation. Unfortunately there was 
little sale for the mammoth tubers, 
as housewives and chefs the country 
over declared it impossible to satis- 
factorily bake a potato weighing two 

‘ds and more. 

At this juncture the Northern Pa- 
cific came forward and posted a no- 
tice in its stations to the effect it 
would pay a premium for truly big 
potatoes. Simultaneously it began 
serving them in dining cars and grad- 
ually the world took notice of their 
excellent flavor and texture as well 
as their size, for it was satisfactorily 
demonstrated the big spuds could be 
baked all the way through just as 
could a smaller potato. Two pounds 
was set as the standard. Not only 
did the Northern Pacific make it a 
point to serve the biggest potatoes it 
could find but it has generally sold 
them for less. At present while 
others feature big baked potatoes at 
20 cents the Northern Pacifie’s “Great 
Big Potatoes” are only 10 cents each. 

Since 1909 dining car patrons from 
this and foreign countries have not 
only eaten these potatoes aboard our 
trains but they have also purchased 
them for special home use. Hotels 
and restaurants likewise have be- 
come customers for these huge West- 
ern potatoes. National conventions 
have paid them special homage by 
featuring them on banquet menus and 
they have been in demand for spe- 
cial occasions of lesser importance. 

So successful has been our promo- 


SM, 


dig 
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Distributors’ and dealers’ opin- 
ions about advertising are impor- 
tant. In selecting radio facilities 
for a spot campaign in Northern 
Ohio ask them what station will 
do the best job. The odds are 
high on WTAM—the only station 
which reaches the buyers of the 
entire Cleveland Chamber of 
Commerce retail trading area, to 
say nothing of the many other 
communities in Northern Ohio, 


Pennsylvania and New York. 


A Basic Red Network Station 
Compietely Programmed by NBC 


Al 
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Advertising We Cannot Get 


The New York Times prints, and has printed for over 18 
years, more advertising than any other New York news- 
paper. Yet, with all this great volume of advertising, there 


is some we cannot get—without relinquishing long-estab- 


lished standards. 


l Advertisin g which 1s obtained by special rebates 


(A group of advertisers who desired to use The New York Times columns 
recently requested a special rebate not accorded to other advertisers. When 
their proposal was declined they placed their business elsewhere The New 
York Times gives no favored treatment to any one advertiser or group of 
advertisers. ) 


2 Advertising which is bought by promises of free publicity 


(Some advertisers expect the newspapers in which they advertise to ‘‘co- 
operate” by making their news columns available for publicity matter. The 
advertising is used as bait for the publicity. If the advertiser has news, 
The Times prints it whether he advertises or not. If news is lacking, 
the promise of an advertising contract will not open The Times columns. 
The Times never promises publicity in exchange for advertising.) 


3 Advertising which is untrue or misleading 


(Many years ago The Times took the pioneer step of applying high 
standards of acceptability to its advertising columns. This was done to 
safeguard the interests of the reader and to protect the honest advertiser 
from the unscrupulous. The Times constant endeavor to apply these 
standards means the rejection every year of hundreds of thousands of 
dollars’ worth of advertising.) 
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ADVERTISING AGE 


Shoes Take to 
the Air in New 
Keith Campaign 


New York, Aug. 17.—Geo. E. Keith 
Company, maker of Walk-Over shoes, 
has organized a new promotion, based 
on American Airlines’ selection of 
Walk-Overs for the airline’s stew- 
ardesses, with “Walk-Over shoes for 
flying feet” as the theme. 

The airline tie-up will be featured 
in an insertion in the November 
Woman's Home Companion, and is 
being announced to the 900 Walk- 
Over dealers in an “advertising plan 
book” containing 30 men’s and wom- 
en’s advertisements in mat form for 
local insertion. Other magazines on 
the schedule—Apparel Arts, Collier’s, 
Life, and Vogue—will continue regu- 
lar copy. 


Newspaper advertisements featur- 
ing the airline tie-in are headed 
“Chosen for chic, charm, lightness 
of foot,” and stress the exacting re- 
quirements of both the girls and 
their shoes. Mention is also made of 
the fact that each stewardess is a 
registered nurse, and knows the 
value of proper fitting. 

Additional dealer material includes 


SHOE SALES IN AIR 
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American Airlines Stewardesses 


244 wear Walk-Over Shoes exclusively 

George Keith Company, New York, puts 

its Walk-Over shoe campaign on a high 

plane through a tie-up based on Amer- 

ican Airlines’ stewardesses' use of this 
shoe. 


a flagship model for direct window 
tie-in display, and blow-ups for win- 
dows. Ferry-Hanley Company, New 
York, handles the account. 


PINAUD OFFERS 
ELECTRIC RAZOR 


SHAVING HELPER 


Testimony of Manufacturers 
Marks Intitial Copy 


New York, Aug. 18.—Despite the 
fact advertisers of electric shaving 
devices have consistently maintained 
that their products require the use of 
no shaving creams, lather or water, 
Pinaud, Inc., this week injected a 
new element in the field, by launch- 
ing a national consumer campaign in 
behalf of “Set-Up,” a liquid toilet 
preparation which is being promoted 
as an absolute pre-requisite for suc- 
cessful electric shaving. 

Directing its appeal specifically to 
the “2,000,000 of you moderns who are 
clipping the hair from your chin elec- 
trically,” Pinaud broke a full-color 
“Set-Up” advertisement in the Sep- 
tember issue of Esquire, with pages 
also scheduled for the October issue 
of that magazine, as well as in The 


—the LARGEST issue 


in Advertising Revenue 
in its entire history.... 


The 


American 


LUEcIon Magazine 


September 1937 


gate our 


To those advertisers who helped to establish 


this record we say— ‘Thank You”’. 


To those advertisers who were not repre- 


sented in this issue we invite you to investi- 


market carefully. 


HERBERT R. SCHAEFFER 


Advertising Director 


CHICAGO 


307 N. Michigan Ave. 


NEW YORK 
9 Rockefeller Plaza 


General Motors Bldg. 


DETROIT 
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A NEW FIELD IS TOUCHED BY PINAUD 


Pinaup’s MEW TOILET PREPARATION 


THAT REVOLUTIONIZES ELECTRIC SHAVING 


ANY 
+ ELECTRIC 


SHAVING PERFECTION 


POYAID 


SETUP 


WONEY GACH GUARANTEE WITH © 
EVERY BOTTLE OF PINAUD'S SETUP 


Pinaud, Inc., bids for a new field—elec 


au 
ga 


-, THE VANISHING AMERICAN 


| 
©) PACKARD LEKTRO-SHAVER i 


a | 


tric razor users—with Set-Up, and enlists 


testimonial support from A. M. Andrews, whose company’s Lektro-Shaver never- 
theless is coming out with this apparently contradictory copy in three national 
magazines. 


New Yorker and Time. Large space 
calling the attention of dealers to the 
profit possibilities of the preparation 
is also being inserted in Apparel 
Arts, Drug Topics, Jewelers’ Circular- 
Keystone, Retail Tobacconist and 
Sporting Goods Journal. 

“Set-Up Plus Any Electric Shaver 
Equals Shaving Perfection” has been 
adopted as the keynote of Pinaud’s 
plan to “skip the usual training 
period of learning to shave electri- 
cally.” “Set-Up guarantees first time 
satisfaction to neophytes who may 
swing over to an electric razor before 
long,” the manufacturer adds. The 
preparation is said to contract the 
skin slightly, raise the hairs of the 
beard and hold them in a position 
that enables the electric razor to clip 
the hair close to the face. The hair 
is held in this position for about five 
minutes, according to the manufac- 
turer, after which time the skin re- 
laxes. 


Shaver Makers Testify 


A prominent position in the “Set- 
Up” merchandising program is given 
to testimonials by electric shaver 
manufacturers who hail the advent 
of the preparation as an aid to their 
own problem of securing full cus- 
tomer satisfaction. A. M. Andrews, 
president, Progress Corporation, New 
York, maker of the Packard Lektro- 
Shaver, is quoted as saying that “Set- 
Up” is the only preparation which 
removes entirely the necessity for 
the skin conditioning period through 
which many first purchasers of elec- 
tric shavers must go to obtain the 
results of which electric shaving is 
capable. J. M. Friedman, president, 
Miracle Products, Ine., Chicago, 
manufacturer of the Miracle electric 
razor, is quoted as saying that the 
preparation is a boon to all electric 
razor manufacturers and that it will 
step up efficiency of electric razors 
now in use as well as make future 
sales easier. 

Appearance of the new Pinaud 
preparation has not, however, elimi: 
nated from electric razor advertising 
copy the assertion that no accessory 
treatments of any kind are necessary. 
Electric razor manufacturers are con- 
tinuing to emphasize “no water, no 
lather, no brush, no blades.’”’ Packard 
Lektro-Shaver’s latest advertisement 
brings the new merchandising para- 
dox to the fore with a striking lay- 
out that shows a heavily lathered 
face, labeled “The Vanishing Ameri- 
can.” 

Attack Trial Problem 


The task of getting new electric 
razor users to give the devices a fair 
trial has admittedly been one of the 
most vexing sales problems facing 
electric razor manufacturers. All 
agree that a brief “seasoning” period 
is essential, during which time the 
new user develops the shaving tech- 
nique required and removes the “scar 
tissue” that is attributed to ordinary 
shaving. Practically all sales litera- 
ture on electric shaving emphasizes 
the necessity for patience and allow- 
ing sufficient time to develop a tech- 
nique that is entirely different from 
regular safety razor shaving. 

In sketching its sales possibilities 
for “Set-Up,” Pinaud sets down the 
following totals of electric razors in 


use: Schick, 1,000,000; Packard, 
400,000; Nicholl Velvet Shaver, Han- 
ley Clip Shave, Motoshaver, over 1, 
000,000 combined. Mention is also 
made of the new Remington Rand 
razor, now involved in patent litiga- 
tion, and rumors that Gillette and 
Segal are soon to enter the field. 


Has Advertising Courses 


Detroit Institute of Technology 
will inaugurate advertising courses 
at its winter session beginning Sept. 
20. The class is restricted to men. 
Copy appeal, writing, layouts, com- 
mercial art, folders and broadsides 
and campaign planning are the sub- 
jects to be taken up. 


Serrill to “News” 


Theodore A. Serrill has resigned 
from the national advertising staff of 
The Washington Daily News to be 
come national advertising manager of 
the News, Charlotte, N. C. 


‘COTTON 
MONEY 


Among the 50,524 
families which read 


c 


Shreveport 
Times 


the biggest cotton crop 
in many years. 


And COTTON means 
C ASH—cash in the 
hands of people who will 
do the major part of their 
buying for the year dur- 
ing the next few months. 
Smart national advertisers 
are using The TIMES to 
reach our cotton farmers 
with ONE paper at ONE 


cost. 


q 


Representatives: 
The Branham Company 
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ADVERTISING AGE 
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CORRECTION! 


AVING given wide publicity to an 
estimated wheat yield of 138 million 
bushels in Kansas, The Kansas City Star 
feels impelled to print the following cor- 


rection: 


The August report of the department of 
agriculture indicates that the wheat yield 
in Kansas this year, instead of being 138 
million bushels as previously reported, will 


actually total more than 158 million 


bushels. 


The increase of 20 million bushels means 
approximately 20 million dollars additional 
spending power in Kansas that was not 
originally counted on. 


The latest wheat estimate for Missouri 
is 42% million bushels, an improvement 


of 4% million bushels in one month. 


The corn forecast for Kansas is 55 mil- 
lion bushels—up 2 million bushels. The 
Missouri corn estimate of 133% million 
bushels represents a gain of 7 million 


bushels over the report of July 1. 


Already in headline position as the 
brightest market of 1937, the Kansas City 


area takes en new attractions for adver- 


THE KANSAS CITY STAR. 


SUNDAY 313,006 WEEKLY STAR 454,672 


EVENING 303,771 MORNING 300,765 


tisers. People in this section are in a mood 
to buy and they have the money with which 
to buy both the utility and luxury merchan- 
dise they desire. 


An advertising campaign in The Kansas 
City Star and The Weekly Kansas City 
Star (agricultural) will acquaint three- 
quarter million families in this most 
favored zone with your tooth paste, break- 
fast food, razor blades, soap, motor cars, 
radios, pianos or whatever you have that 
would interest people who have come into 
a fortune many million dollars more than 
they expected it to be. 


The Daily Star, with a circulation of 
more than 300,000 copies each issue 
(600,000 copies a day), is the largest daily 
newspaper west of Chicago. 


The Weekly Kansas City Star (agricul- 
tural) has more than 450,000 subscribers 
and is the largest farmers’ weekly in 
America. 


These two great mediums will put your 
message in more than three-quarter million 
homes right in the zone where spending 
is receiving its greatest stimulation from 
the bumper crops of 1937. 
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August 23, 1937 


Horse Power 


Held Index to - 
Buying Ability 


Chicago, Aug. 18.—A _ suggestion 
that buying power can readily be 
indexed by horsepower in use in any 
community was made today by the 
Machinery Institute, sponsor of a 
series of studies on the relation of 
inventions to employment and living 
standards, 

The average industrial worker in 
the United States uses 4.86 horse- 
power of equipment as compared to 
2.67 in Germany, 2.56 in Great 
Britain and 2.14 in Italy, according 
to reports from the International 
Labor Office, Geneva, Switzerland, 
cited by the Institute. Real wages, 
according to the same source, are 160 
per cent higher in the United States 
than in Germany, 90 per cent higher 
than in Great Britain, and 387 per 
cent higher than in Italy. 


Test of Theory 


“Michigan, where aggressiveness 
in developing new inventions and 
instituting technological improve- 
ments, is probably greatest, has the 
highest weekly factory wage in the 


United States, according to Depart- 
ment of Commerce reports,” the In- 
stitute stated. 

“In per capita income, New York, 
due to concentration of financial 
activity in New York City, ranks 
first, but it is followed next by Con- 
necticut which, with Rhode Island, is 
at the top in industrialization, meas- 


ured by relation of manufacturing 
income to total income. Rhode 
Island’s per capita income is ex- 


ceeded by only three other states, one 
of which is California, whose motion 
picture stars owe their fortunes to 
technology. 

“Mississippi, an agricultural state, 
which has the lowest per capita in- 
come in the nation, ranks at the 
bottom in percentage of farms 
equipped with tractors and almost at 
the bottom in per capita horsepower 
used by its industries.” 


Smith to Ferguson 


H. DePuy Smith, formerly with 
the production department of Barnes 
& Aaron, Philadelphia, has joined the 
Philadelphia office of Courtland D. 
Ferguson as account executive. 


Wade Joins Fair 


F. Emmett Wade has been ap- 
pointed advertising manager of the 
Montgomery Fair, Montgomery, Ala., 
department store. 


FEDERAL BANK 
PROMOTES ITS 
NEED, PURPOSE 


Chicago Unit Shears Statistics 
From New Booklet 


Chicago, Aug. 18.—Emphasizing 
the trend toward humanizing bank 
advertising, the Federal Reserve 
Bank of Chicago has issued a new 
32-page booklet, designed to focus 
public attention not upon a mass of 
unwieldy statistics but on a brief, 
clear cut word and picture story of 
the “reason why” behind the forma- 
tion and function of the reserve 
banks. 

The motivating factor in the bank’s 
decision to launch this type of pro- 
motion is an apparently widespread 
ignorance in the minds of both busi- 
ness executives and the general pub- 
lic as to the actual place the reserve 
system occupies in the country’s 
financial structure, according to J. H. 


HERE COMES 


THE PARADE OF TEXTILE PROGRESS 


erro’ 


5 t one s 
CO! inpusT Rie 


Once again textile mill buyers will view in 


one presentation a parade of 
new machinery, equipment, 
services. 


As the leader in the textile field “COTTON” 
sums up every two years the developments 


for the entire industry. 


Your new products in the textile field should 
be described in the editorial pages; your 
message should be in the advertising pages. 


Ww. Re 


RANT BUILDING 


processes and 


two years of 


Modern Equipment 
and Process Number 
of “COTTON” 


will reach a field which is building and 


past decade. 


modernizing at the most rapid rate in the 


l‘orms for this October number close on Sep- 


tember 


Serving the Textile Industries 
PUBLISHED MONTHLY BY 


Cc. SMITH PUBLISHING COMPANY 


17. We urge your early considera- 
tion and action, so that we may cooperate in 
seeing that you get the position you desire. 


ATLANTA, GA. 


CUDAHY TRACES CUT TO TABLE 


- THE CUDAHY 


Hj jis 
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ie 
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PACKING CO. 


Cudahy Packing Company, Chicago, is getting over some effective consumer 


education with this new full color chart, 


which traces various cuts of meat from 


the carcass to the table, being released to dealers. 


Dillard, vice-president of the bank. 

“Through reports from many of 
our member banks,” Mr. Dillard said, 
“we have discovered that even major 
executives, supposedly informed re- 
garding finance, really know very lit- 
tle about the Federal Reserve Bank 
or of how it works. Requests have 
been made by these member banks 
and by business groups that we send 
out speakers for lectures regarding 
the system and its methods. We hope 
that this booklet will answer many 
of the questions,” 

Mr. Dillard indicated that while 
the value of the booklet was primar- 
ily educational, its distribution 
through the member banks should be 
expected to build prestige for them 
and further publicize their member- 
ship in the Federal Reserve System. 

The booklet emphasizes the fact 
that the Federal Reserve Bank has 
no customers other than banks, but 
it points out in easily understood 
terms the direct effect each of its 
functions has upon the individual in 
any city. 

The customer is told just what hap- 
pens when he cashes a check drawn 
on a bank in a distant part of the 
country, why there is a need for a 
system of bank “reservoirs,” and how 
and why the Federal Reserve Bank 
can make it easier or more difficult 


for him to borrow the money to meet 
that mortgage payment. 

Photographs lend visual emphasis 
to the vast number of checks sorted 
and sent out for collection and 
to the method by which old paper 
currency and coins are disposed of 
for re-issue. Also featured pictori- 
ally are the bank’s massive under- 
ground vaults and formidable ar- 
mored cars used in the transfer of 
actual cash. 

Statistics in the booklet are at a 
minimum, explanations of financial 
terms and processes are clear and 
brief. 

“This is our first venture in this 
type of advertising,” Mr. Dillard re- 
ported. “For some time we have had 
a booklet in the bank which we dis- 
tributed to visitors but this was of a 
much more technical nature.” 

The first mailing of the new book- 
let was limited to the 700 member 
banks in the territory covered by the 
Chicago reserve’ bank. However, 
each of these banks was asked to 
send in a list of its customers in 
order that copies might be sent to 
them. Mr. Dillard added that many 
requests were also expected from 
schools and other educational groups. 

Albert Frank-Guenther Law, Inc., 
Chicago, is counsel. Manz Corpora- 
tion handled the printing. 


if possible. 


There’s an up and coming artist. 
He's clicking in a big way. Use him 
Copy—art—printing— 


production—all have their pace set- 
ters—and most of them are available 
to you. Use them when possible. Not 
lecturing, sir, but using this tabloid 
space to again remind you that the 
best is always the cheapest. 


PARTRIDGE & ANDERSON COMPANY 
TELEPHONE: HARRISON 3732 
712 FEDERAL STREET, CHICAGO 
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ADVERTISING AGE 


SIMPLICITY MAGAZINE | 
EXPOSED! 


Dr. Starch Gets Low-Down On Readers 


% A RECENTLY completed survey 

by Dr. Daniel Starch has just 

come off the press. It’s sizzling with news, eagerly 

awaited by advertisers of volume merchandise, 

sales and agency executives, who have been 

sceptically investigating the new 8,000,000 circu- 

lation giant—ever since Simplicity announced the 
acceptance of general advertising. 


@ Those remembering radical 
changes in list-making that followed as circulation 
peaks of magazines advanced from one to three 
to six millions, are now wondering how wide- 
spread will be the reverberations caused by a 
single block of monthly circulation, eight million 
strong;al00% woman audience.( Thesame women 
who, last year, gobbled up 48,000,000 Sim- 
plicity-made patterns after reading Simplicity 
Magazine.) 


@ Sales Managers are already con- 
templating the merchandise-moving effect of 
8,000,000 style-conscious women, simultane- 
ously reaching for a magazine at 10,000 points 
of purchase; in retail outlets comprising four-fifths 
of all department stores and two-thirds of the 
syndicate stores. 


@ Canny space buyers are still 
scratching their heads over this single medium 
with: coverage equal to three coast-to-coast radio 
networks; the life of a monthly magazine; a 
milline rate lower than the average newspaper. 


@ Flying pencils are discovering that 
here is “the nearest approach to perfect national 
coverage” to date—heavy, even circulation in 
every buying state, county and city from coast to 
coast. The secret: Simplicity follows the depart- 
ment and chain stores, is present in every volume 
market. 


@ And as for dealer influence—it 
speaks for itself. If 10,000 retail merchants bought 
and distributed Simplicity Magazine last year, 
which medium alone sold 48,000,000 items of 
their own merchandise, is there much doubt that 
these retailers know Simplicity Magazine can also 
sell yours? 


@ Naturally, thousands of questions 
have been shot at us about Simplicity Maga- 
zine. The Starch Report answers the important 
ones specifically, which we could answer only in 
general by drawing a composite picture of read- 
ers and explaining their reader interest in terms 


of behavior and habit. 


@ Those who have seen the Starch 
Report admit it’s dynamite. For instance—in the 
homes of 1,002 readers interviewed in Worcester, 
Mass., 96.51% of the women who actually plan 
the meals read Simplicity Magazine. The signifi- 
cance to grocery, drug, and household appliance 
manufacturers of this startling fact becomes ap- 
parent when you extend this ratio to the entire 
8,000,000 homes and find that Simplicity Maga- 
zine reaches more meal planners, more house- 
wives, more home-makers than the total circu- 
lation of any other national magazine. 


@ But this is only one of the shocks 
in the Starch Survey. Dr. Starch’s report is filled 
with heretofore unknown facts about your custom- 
ers. Isn't an audience of 8,000,000 important 
enough to intrigue any advertising, sales or general 
executive out after volume sales? If you want 
tangible evidence of the absorbing interest of 
8,000,000 women in one publication, send for 


Dr. Starch’s startling report. Write to Simplicity 
Magazine, 419 Fourth Avenue, New York City. 
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Anthracite Group Casts 
Eyes on Western Markets 


of this fuel. Upon the success of | 
|these representatives’ activities will 
depend the inclusion of these areas 
on the association’s fall advertising 


schedule. It was indicated that the | 


association planned to wage a seri- | 


New York, Aug. 18.—-Extension of 
the co-operative promotional activi 
ties of the hard-coal industry, ini- 
tiated less than a year ago, is indi 
cated in plans, announced today, 
whereby Anthracite Industries, Inc., 
will launch an enlarged newspaper 
advertising campaign, Sept. 20, in 
120 newspapers in 106 cities, seek to 
invade soft-coal areas of the Middle 
West, and participate in important 
Eastern expositions. 

While the newspaper schedule rep- 
resents substantially the list used 
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IN UNUSUAL LOS ANG 
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MOVIES AL FRESCO 


A novelty in 1935 were outdoor drive- 
in theaters where Los Angelenos, 
comfortably ensconced in their cars, 
could view feature films. Now an in- 
stitution, mushrooming popularity of 
al fresco movies typifies 
demand for new things can be built 
up in this market. ‘To old-line manu- 
facturers with young ideas, to infant 
industries with new products we say, 
“Check with The Times for a pre- 
Angeles sales 


TRAILER BOOM IN MECCA 


From every corner of the land to this 
sun-blessed Mecca come tourists with 
their trailers. Yet booming in para- 
doxical Los Angeles County are 
trailer production (world’s largest) 
and new trailer sales (registrations 
up to 40% just last year). If you 
make things that belong in the well- 
well-stocked 
wheels, ‘Times ‘Town should be one 
of your most important markets. 


LOS ANGELES TIMES 


LARGEST MORNING CIRCULATION IN THE WEST 


|ous and protracted war to recapture 
an appreciable part of the industry’s 
lost markets in these regions and 
elsewhere. 

One of the most effective means of 
promotion discovered by the associa- 


during the spring campaign, it was 
stated that the association intended 
to use larger space this fall to keep | 
anthracite users “sold” on the merits | 
, , vi others to} ’. page . 
of the fuel and to sv ins er tion, it is stated, is that of the expo- 
anthracite on the basis of its con. iam iitee ten wennees of Oe net 

snience ¢ its adaptability to auto-||). . a ae ee ght 
ba a _ ecg = es aq. | ticipation last fall in the Eastern | 
ve = oo _ t a le ant m ‘at a | States Exposition in Springfield, 
oe reg " . “i sheet nee | Mass., the association has decided to 
es = pr lye P tre _ aa |double its space for this year’s 

rhe operé ‘Ss str "§ i 4 a - 
4 ve Sept. 19-25. By subletting 

dealers are said to have spent the | event, el : . 


: : exhibit space to anthracite-burnings, 
equivalent of 64 per cent of the total | 


| 


none ‘ati | equipment manufacturers, it is 
ee ae thought visitors receive an impact 
Explore Western Markets |not otherwise obtainable. Similar 


F ._, | exhibits, it is said, will be organized 
Attacking the problem of winning | exhibi , - s 
back markets, west of an imaginary | °Y the Anthracite Industries at the 


Janadis National Exposition, To- 
line extending from Buffalo through sinarngggersl ooo" a “i York 
Altoona, Pa., southward through |70™° ¢ > iP ae mb 

State Agricultural & Industrial Ex- 


y rland, Md., which were lost ci ze 
; arta we Md belo " : | position, Syracuse, Sept. 5-11, and at 
during the World War when the| ; 

.| other smaller shows. 
government requested the use of | 
anthracite be confined to the East, | 
the trade association announced that Linton Adds Wyne 
it is sending representatives into) Walter Wyne has joined Ray Lin- 
Chicago, Detroit and Milwaukee to |ton, Chicago radio representative. He 
interest dealers in pushing the sales! was formerly in the newspaper field. 


——_ | 


ELES 


POCKETBOOK DIAGNOSIS 


Observed by business doctors is the 
bulge in Los Angeles family pocket- 
books. Each year, each individual 
here spends $155 more than the U. S. 
average ($425 vs. $270, per capita 
retail sales). Of these families who 
buy more than their share of the 
world’s goods, 215,768 read ‘The 
Times on week-days; 343 415, on 
Sundays. And the cost of crying 
your wares to them is half that of 
other Los Angeles newspapers. 


how readily 


PROPOSITION: 47¢ = $1.00 
THE “PURLIN measures ad- 


vertising costs here in an utterly new 
way. A Purline is the cost per line 
per billion dollars of purchasing 
power reached. For The ‘Times, it is 
only 47c—for other Los Angeles 
newspapers, from $1.00 to 1.16. 
Thus, in Los Angeles, The ‘Times 
doubles the sales expectancy of ad- 
vertising dollars. For further Pur- 
line data, or information on local 
selling problems, write The ‘Times, 
Los Angeles, or Williams, Lawrence 
and Cresmer, New York, Chicago, 
Detroit, San Francisco. 
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RADIO ARTISTS 
FORM UNION TO 
ALLY WITH AFL 


Cantor Is President: Charter 
Locals inN. Y., L. A. 


New York, Aug. 17.—Eddie Cantor 
was named president of the newly- 
formed American Federation of 
Radio Artists at the first official 
meeting of the national board, held 
at Actors Equity Association head- 
quarters in New York yesterday. At 
the same meeting, formal application 
for a charter from the Associated 
Actors and Artists of America, arm 
of the American Federation of Labor 
which governs all performers, was 
made. It is expected that the char- 
ter will be granted at the next meet- 
ing of the international board of the 
AAAA Aug. 27. 

Local charters were granted by 
the new AFRA to New York and Los 
Angeles. Coincidentally, it was an- 
nounced that a sub-committee to 
carry on organization work will be 
named at the next AFRA meeting 
Aug. 23. Other officers named at 
the meeting are Lawrence Tibbett, 
Norman Field, Helen Hayes, Jascha 
Heifetz, and James Wallington, vice- 
presidents; Lucille Wall, recording 
secretary; and George Heller, treas- 
urer. The executive secretary will 
be chosen Aug. 23. 

The AFL attempt to organize the 
field of radio broadcasting dates 
about 1927, when Actors’ 


| Equity made motions toward doing 


so under its AFL charter. This orig- 
inal attempt soon fell by the way- 
side, and nothing happened until the 
National Recovery Act offered possi- 
bilities of greater freedom of action. 
The invalidation of NRA ended that 
drive. It was not until the Supreme 
Court had upheld the Wagner Labor 
Relations Law early this spring that 
plans were re-opened. 


Guild Already Active 


When Equity set about exploring 
the field anew, it found that an 
independent radio group, the Ameri- 
can Guild of Radio Announcers and 
Producers, had already begun to 
organize. This group has_ since 
made rapid strides. With a nucleus 
from the staff of WABC, it has 
grown to embrace several hundred 
members, and has negotiated con- 


tracts with WABC, WOR, and 
WMCA, all of New York. Further 


contracts are being sought, Roy S. 
Langham, president, told ADVERTIS- 
ING AGE. This group has contracted 
a five-day 40 hour week and salary 
increases for member _ employe 
groups at the stations, including all 
station workers with the exception 
of office people and musicians. The 


musicians are organized under the. 


American Federation of Musicians. 

In its set-up, the American Guild 
of Radio Announcers and Producers 
differs from the new American Fed- 
eration of Radio Artists in that it 
included a greater variety of work- 
ers, being “vertical” in philosophy. 
The new AFRA would not attempt to 
sign other than those who apppear 
before the microphone. 

Aside from AFRA and the guild, 
a third factor enters into the radio 
union picture. The American Radio 
and Telegraphists’ Association, a 
CIO affiliate, has been said to be 
contemplating the organization of 
other than technical workers. It has 
been rumored that the AFL action 
in sponsoring the AFRA was acceler- 
ated by fear that the CIO would gain 
the first foothold, but there has been 
no indication of great effort by the 
CIO to organize performers. 


Hotel to Use Radio 


Ritz Carlton Hotel, New York, will 
start its first venture in radio on Sta- 
tion WQAR, and will employ spot an- 
nouncements to advertise its Japanese 
Gardens. J. Walter Thompson Com- 
pany, New York, placed the contract. 


CONCENTRATION 


One of the serious moments at the re. 

cent First Advertising Agency Group 

convention in Cleveland with Sam Levy 

(left), Cincinnati, Melvin A. Hill, Buffalo, 
and A. O. Hurja, Chicago. 


Get Dunkel Rights 


Van Cronkhite Associations, Inc., 
Chicago, has secured exclusive sales 
and programming rights to the Dick 
Dunkel Football Forecasting System 
which is going into its third year for 
Atlantic gasoline in 18 Eastern states 
over CBS, NBC and regional net- 
works. 


Ochs Is Art Director 


Frank Ochs, formerly with Brettell 
Studios, New York, has become an as- 
sociate of E. E. Brogle & Co., Inc., 
New York, as art director. 


Sell them through the 
Grange farm group 


You reach more than 83,000 
better class Pacific Coast farm 
families by means of these 
official Grange papers in Cali- 
fornia, Oregon, Idaho, and 
Washington. 


Reaches More Than 83,000 Farm Hor# 


Grange Farm brow 


MILLS BUILDING - SAN FRANCISCO 
California Grange News 


Idaho Granger 
Oregon Grange Bulletin F 
Washington Grange 


News 
epresentativ®® 


DUNCAN A. SCOTT&CO.,R Chicos 
San Francisco - Los Angeles - New York - COE 
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Printing Art Quarterly judged over 1000 adver- 


tising photographs— LIFE , (August 16th 
issue) reproduced 11—4 were ours. These photo- 


graphs sold bathing suits, piston rings, a maga- 


zine and baby food. 


SARRA, INC. 


16 £. ONTARIO STREET, CHICAGO, ILLINOIS 
BLACK AND WHITE AND COLOR PHOTOGRAPHY 


Day-old chicks.......... eR RNAOTR OK es 2 Oh REET OREN RE OE EE Karl Oeser (Sarra, Inc.) 
were rr Terre Ty ere rrr eT TTTerre rrr ers (+e kawnnies through the glass. 
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ADVERTISING AGE 


Girls High-hat 
Hatless Males 


in Lee Campaign 


New York, Aug. 17.—Getting under 
way shortly after Labor Day, an en- 


larged newspaper campaign will 
carry the message of Lee Water- 
Bloc hats, made by the Frank H. 


Lee Company, to more people than 
ever before in the history of the com- 
pany, it was announced today by 
Bermingham, Castleman & Pierce, Inc. 

Approximately 30 newspapers will 


a meme & 
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publish the Lee advertisements, 
which will feature humorous draw- 
ings by James Montgomery Flagg 
and Irving Nurick. The general 
theme will continue to be tied to the 


claim that only Lee can make Water- 
Bloc hats, using a process said to 
require 300 per cent more time than 
is generally used to make hats. The 


campaign will be aimed at capitaliz- 
ing on an assumed feminine pre- 
dilection towards high-hatting hat- 
less males. 

The drawings by Flagg and Nurick 
will be reproduced in colors on large- 
scaled window cards, and on counter 
display cards. Drawings by these 
two artists along with others by Lau- 
rence Fellows, Duncan Stewart and 
Fell Sharp will lighten mat copy for 
special campaigns by dealers, who 
will also be supplied with scripts for 
radio programs. Esquire also is on 
the Lee schedule for fall. 

Although this 51-year-old company 
became a national advertiser only 
two years ago, it has increased bud- 
gets for each successive campaign. 


VACUUM CLEANER 
IS PREMIUM IN 
HEATING DRIVE 


New York, Aug. 17.—Belief in the 
existence of a tremendous heating 
modernization market in boom as 
well as in depression years was 
expressed by A. R. Herske, vice- 
president and general manager of 
sales, American Radiator Company, 
today in announcing the beginning 
of a nation-wide home modernization 
campaign to be backed by extensive 
newspaper and magazine advertising 
and an unusual premium offer. 

“Special significance can be at- 
tached to this year’s modernization 
drive,” said Mr. Herske, “in that 
it is a serious attempt to retain the 
technique of selling developed during 
the depression years when new con- 
struction work was at a minimum 
and modernization business was 
practically all that was to be had. 
But the market is as large today as 
it has ever been and its continued 
cultivation will result in greater 
gains being made in new construc- 


A cross section of America’s Leading Restaurateurs. View taken 


at 1936 National Restaurant Convention, 


Meet Them Through a Mutual Friend 


HEN last forms for the October Conven- 

tion Issue of The AMERICAN RESTAU- 

RANT Magazine close on September 18 

it will contain a complete report of all high 
spots in the national restaurant convention to 
be held in Chicago, October 4-8. 
present a cover-all picture of the entire conven- 
tion, its program, activities of those taking 
prominent parts in the convention affairs and 
a preview of exhibits—a complete show in itself. 
Here is your opportunity to present your ad- 
vertising message to the gigantic restaurant 
industry through its leading and most popular 
Interesting and commanding as 
its regular editorial standards are, this October 
Convention Issue of The AMERICAN RESTAU- 
RANT Magazine will hold far greater than usual 
Leading restaurateurs every- 
where eagerly await the annual convention 
number as their most comprehensive, most col- 


publication. 


reader interest. 


Phe chmerican 
© 


Ohio Office: 


551 Fifth Avenue, New York 


1440 EK. 82nd St., Cleveland, Ohio. 
Reilly, Kuss Bldg., 


tion. 


This issue will 


PATTERSON PUBLISHING COMPANY 


Incorporated 1906 


San Francisco, and 536 S, 


orful source of information about the National 
Restaurant Association Convention and Exposi- 


The stage is set for you to get your advertising 
message across to the restaurant field when it 
is most responsive, when it is feeling its strong- 
est urge to buy the products discussed and 
reviewed at the BIG show. 
golden opportunity to put YOUR story across 
to the leading restaurateurs of America, while 
they are thinking about improvements, mod- 
ernization and expansion. 
has its greatest chance to “click.” 

October is the psychological time to launch 
a new campaign in the rich and active restau- 
rant market. Let us send you complete par- 
ticulars about the October Convention Issue 
together with circulation statement, rates, and 
other pertinent information about The AMER- 
ICAN RESTAURANT Magazine NOW. 


Now is YOUR 


Your sales message 


5 S. Wabash Ave., Chicago 


Pacitic Coast Representatives: Simpson & 
Hill St., Los Angeles. 
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This "Steerometer" exhibit of Aetna Life Insurance Company, which records 

individual reactions to a motion picture of a road scene, has been placed on 

international view by the company at the Paris International Exposition. Beck & 
Wall Displays, Cleveland, designed and built the display. 


tion as well as in strictly moderniza- 
tion sales.” 

Mr. Herske declared that the pre- 
mium offer of a vacuum cleaner 
made to home owners signing order 
cards for installation of a heating or 
air conditioning system during the 
period of the drive, which terminates 
Oct. 15, is thought to be the first 
national offer of its kind to be made 
by a heating company. 
Thrice-weekly insertions of from 
40 to 700 lines will be made in 300 
newspapers, with copy aimed at 
home owners, to whom will be 
pointed out the advantages of mod- 
ernizing through ARCO dealers and 
contractors. Adjuncts to the cam- 
paign will comprise special window 
displays, hand bills, direct mail 
pieces, advertising mats and a spe- 
cial consumer presentation for the 
use of contractors. Considered note- 
worthy are the elaborate bid pro- 
posals and addenda bids, by means 
of which studies can be presented in 
impressive form to prospective cus- 
tomers. 

Although no particular mention of 
modernization will be made in the 
magazine copy running during this 
period, the continuation of a sizeable 
schedule, with double page insertions 
in a list of magazines including Col- 
lier’s, Fortune, Good Housekeeping, 
and The Saturday Evening Post, and 
in specialized magazines such as 
American Home, Better Homes and 
Gardens, House & Garden, and House 
Beautiful, is expected to give added 
push to the modernization drive. 


Tubs Are Advertised 


Standard Sanitary Manufacturing 
Company, Pittsburgh, another mem- 
ber of the American Radiator family, 
will start its fall advertising cam- 
paign for Neo Angle and Master 
Pembroke baths and Hostess cabinet 
sinks in September with insertions 
in approximately 1,000 newspapers. 
Copy will be along lines similar to 
those followed in the spring cam- 
paign of about the same magnitude, 
with stress laid on the quality of 
Standard products which are said to 
cost no more than less well-known 
brands. The campaign will mark the 
first national advertising for Master 
Pembroke tubs. 

An instalment in an _ irregular 
series of “public service’ advertise- 
ments is appearing in August issues 
of Collier’s, Life, News-Week and 
Time, featuring a signed statement 
by Henry M. Reed, president of the 
company, on the relationship between 
good plumbing and good health and 
the need of the former to safeguard 
households from water-borne dis- 
eases, 

In line with this good-will adver. 
tising in behalf of the industry gen- 
erally, the company issues a monthly 
four-page newspaper called “Stan- 
dard News,” distributed free to 
52,000 master plumbers. Editorial 
columns are free of company product 
promotion, which is confined to two 


advertisements in each issue. The 
house organ is intended to build up 
the standards and ideals of the in- 
dustry and is said to compete in a 
limited way with the trade papers in 
the field. 

The current year’s advertising ap- 
propriation of $360,000, which is 
greater by $100,000 than that for 
1936, has shown a more than cor- 
responding response in sales which 
increased nearly 50 percent in the 
first half of the year. Plans for 1938, 
to be ready about December 1, are 
expected to provide for an enlarged 
use of magazines. 

Blaker Advertising Agency, New 
York, is the agency for both compa- 
nies, 


A fool 


and his money 


There will always be plenty of fools 
with money ta spend, but each year 
it’s apt to be a different lot of fools. 
That’s why I would rather get out a 
magazine for peaple of brains, ability 
and earning power. 


I see the point of advertising many 
products in magazines which appeal 
to the average person. But if the 
product can be afforded only by 
people of good incame—as for ex- 
ample, a car above the $1,200 range, 
or a bottled-in-bond whiskey—from 
my layman’s viewpoint it seems 
rather absurd to pay for mass circu- 
latian. 


I don’t claim that THE DIGEST 
reaches all of the half million people 
with incomes above $5,000, but I do 
insist that its readers are the sort 
most likely to be well paid. It is 
edited for able, busy men and women. 
Able, busy peaple are the ones who 
earn top incomes. Half a _ million 


families read THE DIGEST. 


THE DIGEST, it seems to me is 2 
natural for an advertiser who knows 
that only about half a million families 
have money enough ta buy what he 
sells—for it reaches a high percentage 
of such families—and probably doesn’t 
reach anyone else. 


ALBERT SHAW, JR: 


FUBLISHER OF 
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SEE NATIONAL 
BRANDS’ USE AS 
PREMIUM RISING 


New York, Aug. 17.—Premium of 
fers during the coming year will be 
expanded both in numbers and lav. 
ishness, with a growing preference 
for nationally advertised merchan- 
dise as “giveaways,” a survey of the 
outlook for the Premium Advertising 
Association of America exposition, 
scheduled for the Hotel Astor, Sept. 
27 to Oct. 1, indicated this week. 

Advertising executives who are 
planning to include premium mer- 
chandising in their forthcoming pro- 
motion programs emphasized the 
value of well-known branded items 
as gifts in connection with their own 
selling efforts. Premiums of this 
type. they said, put a mark of au- 
thenticity on the offer and tend to 
enhance the attractiveness of the 
deal. In addition, they said, consum- 
ers are becoming more and more dis- 
criminating and the pulling power of 
a premium offer today depends more 
than ever on the value of the gift. 

There appears to be a definite 
trend away from the idea of offering 
an accessory or a product closely 
associated to the advertised item. 
Thus, it was pointed out, soap and 
cleanser manufacturers, instead of 
offering soap dishes or wash cloths 
as previously, are now pushing pre- 
miums in no way identified with 
their own products, but calculated 
to draw the attention of buyers sim- 
ply because of their worth as com- 
modities in their own right. 


Preview 1938 Offers 


A preview of premium offers for 
the coming year indicated that the 
manufacturers of a well known silk 
product will give away about 6,000,- 
000 bottles of perfume; a candy ad- 
vertiser will offer 3,000,000 nationally 
advertised razors; a food advertiser, 
entering the premium field for the 
first time will offer 2,000,000 oiled silk 
dish covers as a tie-in with a radio 
program; and a large oil refiner is 
conducting negotiations which may 
result in a premium offer involving 
disposal of 10,000,000 raincoats. 

In conjunction with the forthcom- 
ing exposition, Howard W. Dunk, 
executive secretary, Premium Adver- 
tising Association, today announced 
a series of round table discussions 
covering premium merchandising at 
the point of sale and through other 
media, consumer reactions and 
standards. Among the speakers will 
be Jules Dundes, sales promotion 
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department, Columbia Broadcasting 
System; Dr. Pauline Beery Mack, 
director, home economics research, 
Pennsylvania State College; Henry 
Marks, Printers’ Ink; Dr. Howard T. 
Hovde, assistant professor in charge 
of advertising courses, Wharton 
School of Finance and Commerce, 
University of Pennsylvania; and 
Charles R. Tighe, publisher, “Radio 
Art—The Bluebook of the Air.” 


Social Book to Appear 


Robert C. Durham and Leonard H. 
MacBain, New York, will publish a 
book in December entitled ‘““My Social 
Calendar.” It will carry advertising 
copy and a 1938 diary with the most 
important social events. It will be 
distributed as a Christmas gift “to so- 
cially-minded persons.” 


Coming 
Conventions 


Sept. 4-6—Annual meeting, Allied 
Service Agencies Network, Milwau- 
kee. 

Sept. 6-9—Eleventh annual conven- 
tion, Advertising Typographers of 
America, French Lick Springs, Ind. 

Sept. 11-19—National Printing and 
Allied Trades Exposition, Coliseum, 
Chicago. 

Sept. 13-14—Annual convention, In- 
surance Advertising Conference, 
Briarcliff Lodge, Briarcliff, N. Y. 

Sept. 13-16—Annual convention, 


Financial Advertisers Association, 
Syracuse, N. Y. 

Sept. 14—Annual meeting, Na- 
tional Publishers Association, Buck- 
wood Inn, Shawnee-on-Delaware, Pa. 

Sept. 18-19.—Annual Intercity Con- 
ference on Advertising, Hotel La 
Salle, Chicago. 

Sept. 20-21—First Southern News 
paper Mechanical Conference, Tut- 
wiler Hotel, Birmingham. 

Sept. 21-23—Life Advertisers Asso- 
ciation annual convention, Old Point 
Comfort, Va. 

Sept. 22-24—National Industrial 
Advertisers Association annual con- 
vention, Edgewater Beach Hotel, 
Chicago. 

Oct. 4-7—Mutual Insurance Adver- 


tising-Sales Conference, Pantland 


Hotel, Grand Rapids, Mich. 


Oct. 10-13—Mail Advertising Serv- 
ice Association annual convention, 
Hotel Cleveland, Cleveland. 


Oct. 13-15—Direct Mail Advertis- 
ing Association annual convention, 
Hotel Carter, Cleveland. 

Oct. 19-20—Inland Daily Press As- 
sociation fall convention, Sherman 
Hotel, Chicago. 

Oct. 21-22—Annual convention, 
Audit Bureau of  Circulations, 
Stevens Hotel, Chicago. 

Oct. 25-28—Advertising & Sales 
Club of Toronto, Inc., annual exhibi- 
tion, Royal York Hotel, Toronto. 

Oct. 27-30—Annual meeting, Asso- 
ciation of National Advertisers, The 
Homestead, Hot Springs, Va. 


Detroit Breaks Tape for 


You can't keep a good man down—or hold 
Detroit back. Labor disputes loomed large on the 


front page, but meanwhile Detroit's been moving 


...and buying... ata 1929 gait. 


During the past six months all important business 


factors in Detroit showed an improvement over 
corresponding months of 1936. The average increase 


° was 27%. Below are three new marks: 


New York, |. A. KLEIN, Ine. 


A WINNER -Jussd the Same! 


a 27% Gain! 


For your share in this active market, you need 
The Detroit News. Its coverage? The largest in the 
Detroit trading area and concentrated where in- 


comes are high! It takes you into the homes where 
most of Detroit's buying is done... it takes you 
right in because 76% of its entire city circulation is 


home delivered. 


Complete statistics are yours for the asking 


e Automobile Production JUMPED 12% 


e Industrial Employment JUMPED 17% 
e Department Store Sales JUMPED 21% 


The Detroit News 


THE HOME NEWSPAPER 


Chicago, |. E. LUTZ 
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AUTO SHOWS ARE 
MUCH TOO EARLY, 
EXPERTS BELIEVE 


New York. Aug. 18.—Car execu- 
tives are dubious about show attend- 
ance this fall, according to American 
Machinist, feeling that some of the 
big events have been scheduled too 
early. They recall that in spite of 
much ballyhoo, the fall shows have 
never pulled as well as those held in 
January. 

“Despite doubts regarding the 
shows,” commented the publication, 
“the industry expects fall sales to be 
excellent. Though buying resistance 
will be increased somewhat by the 
advance in car prices, next year 
shoudi be a good year in sales vol- 
ume. Best guarantee of that fact is 


Each year the Macon 
territory produces two- 
thirds of Georgia's agri- 
cultural products — one- 
third of its manufactured 
goods—its greatest sup- 
plies of timber. Here too 
are most of the state's 
ceramic clays. Reach 
this rich market through 
the 


MACON 


GEORGIA 
TELEGRAPH 
and NEWS 


Representatives: 
THE BRANHAM COMPANY 


Harry W. Wilcox (left), former assistant, 

has been appointed advertising manager 

of the American Telephone & Telegraph 

Company, New York, succeeding Thomas 

T. Cook (right), who has been elevated 

to the post of assistant vice-president in 
charge of advertising. 


the bumper farm crop this summer. 
Car makers know that when the 
farmer gets money he spends it. An- 
other guarantee is the high level at 
which industrial employment is be- 
ing maintained. If higher prices lose 
some new car sales, the better-qual- 
ity used cars should benefit. 

“Automatic or semiautomatic 
transmissions will be the outstand- 
ing feature of '38 cars. Oldsmobile 
has the jump on competitors, hav- 
ing introduced its safety automatic 
transmission in the spring as op- 
tional equipment on its eight. This 
unit will be extended to the six. 

“Buick likewise will have the auto- 
matic transmission. At least two 
independent companies will have as 
optional equipment on some lines 
and as standard on others the Evans 
vacuum-operated automatic  trans- 
mission. 

“Car bodies will be lower, wider 
and longer. The fabric top will dis- 
appear entirely. Plastics will come 
into their own to a greater extent 
than ever before, particularly gain- 
ing in use for instrument panels. 
More die-cast and stainless steel 
radiator grilles will be in evidence. 

“Synthetic enamel is rapidly in- 
creasing in popularity at the expense 
of lacquer for car finishes and will 
be more widely employed next year. 
Rust-proofing of car bodies is mak- 
ing progress.” 
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IN CINCINNATI © 


You certainly have! And in a string of other ad- 
vertising centers, as well! Remember that Rapid 
has five plants spotted strategically from coast 
to coast, besides branch offices almost “around 
the corner.” Rapid representatives are known 
as friends indeed. Rapid’s vast operations (the 
biggest in advertising plate making) are backed 
by 40 years’ solid experience. So if you have 
a problem—on quality, quantity, speed or 
reliability — headquarters has your answer. 


GS” 8 N Cc I 
NEW YORK . CHICAGO . DETROIT . ATLANTA - SAN FRANCISCO 


PHILADELPHIA MAT & PLATE CO. 
ATLANTIC ELECTROTYPE & STEREOTYPE CO. 


243 No. Juniper St. , Philadelphia 
228 East 45th St., New York 


N N A T I 


HOFFSCHNEIDER BROS. . 500 Howard Street, San Francisco 
NORTHERN ELECTROTYPE CO. . 47 Burroughs Avenue, Detroit 


WORLD’S LARGEST MAKERS OF ADVERTISING PLATES 


Getting Personal 


Luncheon chit-chats of a hot summer’s day: B. D. Barnett, newly- 
appointed general manager, Western Union Telegraph Company, who 
has just moved to New York from Texas, swapping oldtimer Western 
yarns with John A. Zellers, v. p., Remington Rand, Inc. It develops 
that both used to roam the wilds of Oklahoma, Texas and Arkansas 
in the days when men were men and—well, you finish it. . . Arthur 
Doornbos, v. p., Atherton & Currier, New York, and J. Bernard Bernon, 
Mida’s Roster, discuss the beauties of gladiolas. . R. A. Wheeler, 
publicity manager, International Nickel Company, and Oliver B. Merrill, 
s. m., National Independent Broadcasters, exchange secrets on how to 
navigate metropolitan New York’s new super-highways to best advan- 
tage... 


Finishing in 12th place in the large field of entries in the American 
Bridge League championships were Mr. and Mrs. Bertram Lebhar, Jr. 
(sales director, WMCA). Though winding up among the also-rans in the 
Asbury Park tournament, the Lebhars assured themselves the respect 
of their bridge friends, for they waded through plenty of Big Names to 
rank with the first dozen... 


The Buchen Company had to go 10 innings in an exciting ball game 
with Henri, Hurst & McDonald last week to get a 5-4 victory. Les Jacobs’ 
home run with two on in the first inning and Bob Safford’s pitching 
highlighted Buchen’s play... 


Charles Correll, Andy of Amos ’n’ Andy, and Alyce McLaughlin will 
be married Sept. 11 in the Wee Kirk o’ the Heather, Glendale, Cal. 
Amos ’n’ Andy begin plugging for Campbell’s Soups in January. . 
F. Henry Savage, s. m. of the book and bond division of International 
Paper Company, and Kathryn M. Dowling, Holyoke, Mass., will have 
an early fall wedding... 


Roland Martini, v. p. of Gardner Advertising Company, New York, 
is in Hollywood talking over radio shows. . . A. B. Chamberlain, CBS 
chief engineer, is the father of another girl, making two boys and two 
girls. .. Over at NBC, Edwin P. Curtin, news editor of the press depart- 
ment, is papa to a boy, his first born. . . 


G. E.’s Chester Lang did an effective job plugging the beauties of 
Saratoga when he appeared as a guest on the weekly broadcast from 
the Spa last Saturday. But what he didn’t do was to pass on some 
paddock dope on the Spinaway and Travers Stakes, which might have 
afforded some of his advertising friends a more pleasant week-end. . . 


Sailing: A. F. Connolly, v. p. of Dorland International, Inc., en route 
to South America ... and Russell Wright. industrial designer, left on 
the Normandie Aug. 18 to study the Paris Exposition and the Dusseldorf 
Fair, taking with him a motion picture cameraman ... and also J. D. 
Pierce, president of Bermingham, Castleman & Pierce, Inc., New York, 
sailed on the Queen Mary Aug. 11, on business... 


Irwin W. Tyson, son of President O. S. Tyson of the agency that 
carries his name, is working for the summer 
months at the Tyson company. Ben Dalgin, 
New York Times art director, told guests at the 
Lake Tarleton Club, Pike, N. H., how a news story 
lead becomes a front-page story. 


FISH TALES 


Winslow (Tiny) Leighton, Leighton & Nelson 
Advertising Agency, Schenectady, in charge of the 
advertising campaign for the Saratoga Associa- 
tion’s racing season, is an incognito emcee of the 
quarter-hour Saturday program over WOR inter- 
viewing celebrities at the track, having worked a 
long time at WGY, both as announcer and s.m... 


Ted Turner, head of the radio programs divi- 
sion of Walter Biddick Company, Los Angeles, has 
long wanted to get under the line as a detective 
lieutenant in the police auxiliary before 5,000 
badges had been given out. He did. He is now 
number 4585. 


Moriz Dreyfus, a. and s.p.m., Pioneer Suspender 
Company, Philadelphia, is vacationing in Yarmouth, 
Nova Scotia, “to get away from the belt, garter and 
brace business for awhile.” John J. Gillin, Jr., 
manager of WOW, Omaha, has gone on a vacation 
for the first time since he has been with the radio 
station—10 years. It is suspected that he is in the 
Ozarks looking for a successor to Bob Burns. 


Merrill C. Meigs, Chicago Evening American 
publisher, was the first paid passenger to be flown 
by United Air Lines from Chicago to San Fran- 
cisco, and by way of celebrating the tenth anniver- 
sary of that occasion, he made the same trip on 
the same line to get first-hand advancements made 
in aviation since that time. Mr. Meigs, by the way, 
is a licensed transport pilot. 


Art Tatham, Bauer 
& Black advertising ~ 
manager (above), 
holds the rod while 
Si Grogan, Wash- 
ington Post, gives 
some pointers dur- 
ing a Chesapeake 
Bay fishing trip. 
A. G. Ensrud (be- 
low), J. Walter 
Thompson Com- 
pany, Chicago, in 
the same party, 
tells “how big the 
fish." 


Joan Irvin has resigned from the engineering 
department of WOR, after having said “I do” Aug. 
14. Boys and girls in the department did the right 
thing with a party and a present. H. J. Gross- 
man, director of educational and sales promotional 
activities of Julius Wile Sons & Co., spoke on wine 
and spirits merchandising at the annual gathering 
of the International Stewards and Caterers Asso- 
ciation in Philadelphia. 


New York newspapers gave considerable prominence this week to 
a story that Bruce Barton would announce his candidacy for a seat in 
Congress, on the regular Republican ticket this fall. . . 


Jessica Dragonette, talented and popular soprano, helped open the 
Wall Paper Style show at the Waldorf-Astoria, New York, by posing 
prettily as she made a hand print of a new design named after her. . 


Warner Alden Morse, Brockton, 
ing out cigars on the arrival of a new son, Junior... Harvey C. 
Kendall, b. and a.m. of The Rotarian, has returned from a two 
months trip to Europe where he visited 10 countries. . . 


Mass., agency chief, is hand- 


Ben Latin, Albert Frank-Guenther Law account executive, best 
known as a member of the late lamented Royal Bengal Bicycle Club, 
sailed for Europe on the Queen Mary Aug. 11 to look after the agency’s 
aceounts, the official tourist organization of Belgium and Luxemburg 
and the government of Finland. . . 


MODEST CLAIMS — 
ARE THEME FOR 
KURB TABLETS 


Chicago, Aug. 19.—A strong effort 
to “stick to the records,’ with em- 
phasis on mild claims made for its 
patent medicine product, marks the 
new Magazine campaign for Kurb 
Tablets by International Cellucotton 
Products Company. 

With insertions in 14 women’s and 
general magazines running through 
Oct. 25 scheduled, the initial copy 
leads off with the statement: 

“We make no extravagant claims, 
but tell you simply, truthfully, why 
we believe you will want to use Kurb 
Tablets. We cannot honestly claim 
that Kurb Tablets will benefit every 
woman in the world—that is asking 
too much of any ‘pain tablet.’ But 
after making hundreds of tests we 
are satisfied that Kurb will meet the 
requirements of most women.” 


Formula No Secret 


The copy also makes the declara- 
tion that the Kurb formula is no 
secret and, pointing out that the for- 
mula is plainly printed on the box, 
it goes on to say, “so if you have any 
doubts whatsoever, you may readily 
check it with your own doctor.” 

A note at the bottom of the copy 
says, “Every statement in this adver- 
tisement has been approved for 
accuracy by a recognized medical 
authority.” 

Kurb made its bow several months 
ago in a novel offer over the network 
Mary Marlin radio show before Inter- 
national Cellucotton relinquished 
sponsorship. At this time, women 
were urged to buy the 25-cent pack- 
age from their dealer, then send in 
the carton and their quarter would 
be returned. 

L. E. Meyer, advertising manager, 
said this offer was highly successful. 
Four times the number of “refund” 
packages were sold, reducing the free 
package cost to about 6 cents. 


Schaefer Adds Radio 


F. M. Schaefer Brewing Company, 
Brooklyn, N. Y., has announced the 
addition of radio to its regular ad- 
vertising campaign. A new series 
will be broadcast Thursdays over 
WEAF at 7:30, starting Sept. 9, fea- 
turing Leo Reisman and orchestra, 
Ray Heatherton, Clayton Collyer, 
and guest talent. Batten, Barton, 
Durstine & Osborn, Inc., New York, 
is the agency, with John Johns as 
account executive. 


““News-Week” Appoints 


Robert Sanford, formerly on the 
Western sales staff of Comic Weekly, 
has been appointed Western manager 
for News-Week in Chicago. He suc- 
ceeds the late Hubert Fleming. 
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Goetz Brewing Company, with plants in 

Kansas City and St. Joseph, Mo., puts 

unusual emphasis on price in a new cam- 
paign in newspapers. 


Goetz Samples 
Pull of Dime 
Packaged Beer 


Kansas City, Mo., Aug. 18.—Price, 
usually neglected in beer advertising 
in favor of such themes as taste, 
mellowness, age, flavor and compary 
reputation, is being featured in a 
new test campaign by the Goetz 
Brewing Company. The promotion 
made its first appearance in news- 
papers in Kansas City, St. Joseph, 
Mo., and Omaha. 

The purpose of the campaign, 
according to officials of the Potts- 
Turnbull Advertising Company, in 
charge of Goetz advertising, is to 
determine if sales will warrant ex- 
tensive advertising of 10-cent bottled 
beer. 

Copy proclaims Goetz Country Club 
Lager Beer as “the biggest dime’s 
worth of beer enjoyment you ever 
purchased,” and “the same _ full 
sized bottle of extra rich, extra 
smooth, deliciously flavored lager.” 
Also included in all copy is the box: 
“If you prefer Pilsener, look for the 
red label. It’s Goetz highest quality 
Pilsener, in bottles or cap-sealed 
cans, 15 cents.” 


Heinze Advanced 


Walter J. Heinze, formerly Mid- 
west district representative, has been 
named Southern sales manager of 
Nash Motors division of Nash-Kelvi- 
nator Corporation, Kenosha, Wis., in 
the new divisional sales office in Dal- 
las, Tex. 


Harrington Promoted 


Ralph Harrington has been ap- 
pointed advertising manager of Gen- 
eral Tire & Rubber Company, Akron. 
i has been with the company since 
928. 


“Time” Marches On 


Over 100 ads to the 
issue... 15,000 Ad- 
words (a long book 
length novel). 
What chance has 
anything but 25- 
Word Copy? 


THE 25-WORD MAN 


Box 1178, care Advertising Age 
Ten 25-word Ads for $50 
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Stoll Purchases 


“Lexington Herald” 


John G. Stoll, owner and publisher 
of the Lexington Leader, evening 
newspaper, has purchased the morn- 
ing Lexington Herald from J. Lind- 
say Nunn, and his son, Gilmore, with 
the publication of the Herald shifted 
to the Leader plant. 

The newspapers will continue to 
be published independently except 
for the Sunday editions which are 
combined as the Sunday Herald- 
Leader. 


Schick Is Victor 


Schick Dry Shaver, Inc., Stamford, 
Conn., has won a final decree in a 
patent infringement suit involving 
Velvet shaver, manufactured by Ni- 


choll, Inc., San Francisco. 


Selfridge of 
London Starts 
Column inN.Y. 


New York, Aug. 18.—Interpreted in 
merchandising circles as being the 
forerunner of an entrance into 
American markets by Selfridge & 
Co., Ltd., of London, a series of edi- 
torialized advertisements was 
launched in the New York Herald 
Tribune this week under the name of 
the famous’ British department 
store. 

Signed “Callisthenes” in the man- 
ner of the Selfridge advertisements 
in the British press, the insertions 


are published daily to “reflect the 
policies, principles and opinions” of 
the store. The second of the series, 
by way of explaining the reason for 
the appearance of the advertisements 
in an American newspaper, states 
that Selfridge has “dreamed out and 
drawn in their minds the imaginary 
plans for the building of a business 
on a higher plane than that of just 
a money-making machine,” and that 
“these principles we desire to assist 
in spreading even more thoroughly 
throughout the world.” 

To observers, willing though they 
may be to admit the worth of such 
ideals, the phrase “spreading even 
more thoroughly” seems to imply a 
spread of material business as well 
as of business idealism. 


Babbitt Renews; 
Sheaffer Starts Show 


B. T. Babbitt, Inc., New York, has 
renewed its five-times-a-week serial, 
“David Harum,” on the NBC Red 
network. Blacket—Sample—Hum- 
mert, Inc., New York, is the agency. 

W. A. Sheaffer Pen Company, Fort 
Madison, Ia., will sponsor a 15 min- 
ute broadcast on Fridays from 8:15 
to 8:30 p. m. over the Mutual net- 
work starting Aug. 27. Harold 
Stokes’ orchestra and soloists will 
be featured. Baggaley, Horton & 
Hoyt, Inc., Chicago, is the agency. 


Art Chiefs to Elect 


Art Directors Club, New York, will 
hold its annual meeting Sept. 10 for 
installation of officers and reports 
from chairmen of all committees. 


¥ 
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A Corner of Buffalo’s Busy Niagara Frontier Food Terminal 


WHOLESALE DISTRIBUTION 
is greater inthe BUFFALO EVENING NEWS 


market than in any of these 26 states! 


The United States Department of 


Commerce, Bureau of Census 


trade survey of 1935 lists the Buffalo 
Evening News territory wholesale 
sales as greater than the following 


states: 
ALABAMA NEVADA 
ARIZONA NEW HAMPSHIRE 
NEW MEXICO 
Pecencizalin NORTH DAKOTA 
COLORADO OKLAHOMA 
CONNECTICUT OREGON 
DELAWARE RHODE ISLAND 
FLORIDA OUTH 
IDAHO CAROLINA 
KANSAS SOUTH DAKOTA 
KENTUCKY UTAH 
MAINE VERMONT 
MISSISSIPPI WEST VIRGINIA 
MONTANA WYOMING 


retail 


Here are the simple facts: There are more retail establish- 
ments to be served in the eight counties in the Western New York 
market than in 18 individual states. 
serve them than in any one of 14 states. 
dollars and cents in 1935 (the latest figures available) the NEWS 
market topped 26 state markets. The total volume is ‘big business" 


It takes more wholesalers to 


In wholesale volume by 


... in round figures, $419,257,000. That means that any product 


is practically assured of a chance in this active area. 


The NEWS covers the Buffalo market. Nearly every home in 
Buffalo has a copy of this newspaper delivered daily and it serves 


as the buying directory for Western New Yorkers. 


BUFFALO EVENING NEWS 


Edward H. Butler, Editor and Publisher 
Western New York’s Greatest Newspaper 


National Representatives—KELLY-SMITH CO. 
NEW YORK — CHICAGO — BOSTON — PHILADELPHIA — ATLANTA — DETROIT 
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ADVERTISING AGE 
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August 23, 1937 


Duro Test To 
Be National 
Advertiser 


New York, Aug. 17.—Duro Test 
Corporation, independent in the elec- 
tric lamp-making field, will become a 
national advertiser around the turn 
of the year, Maxwell M. Bilofsky, 
president, said today in commenting 
upon announcement that the com- 
pany intended to enter the consumer 
market for incandescent lamps, with 
the opening this week of its new 
plant in North Bergen, N. J. 

Pointing to an annual replacement 
business in the country amounting 
to 1,700,000,000 bulbs, Mr. Bilofsky 
said any approximation of the size 
of the campaign to be launched will 
have to await production results in 
the new factory and initial sound- 
ings of consumer demand for Duro 
Test products, to be made by its 
sales force. No advertising agency 
has yet been appointed, he said. 

Founded on the day of the big 
crash in 1929, Duro Test has built 
up a business of selling “guaran- 
teed” bulbs to municipalities, insti- 
tutions, and companies through a 
corps of salesmen, now said to num- 


ber about 125. With the new factory 
facilities, bulb production is ex- 
pected to mount from the present 
capacity of 20,000 to between 60,000 
and 100,000 bulbs daily. A yearly 
sales volume that has reached nearly 
$900,000, without the benefit of ad- 
vertising, is attributed by Mr. Bilof- 
sky to the policy of making bulbs of 
a definite quality and of conscien- 
tiously replacing any which do not 
burn the number of hours marked 
on the lamps. 

While continuing to manufacture 
high grade bulbs, the company in- 
tends to enter the low-price con- 
sumer market with a 10-cent product 
to compete with types now selling 
for 15 cents. An additional phase of 
Duro Test’s present expansion pro- 
gram is related to the imminent 
manufacture by the company of 
krypton by extraction from the air. 
It is said that this will make pos- 
sible the use within the bulbs of 
this rare, inert gas, thus increasing 
their longevity and efficiency. 


Beville Promoted 


Paul Beville, member of the sales 
staff of Station WWL, New Orleans, 
for the past three years, has been 
named WWL sales manager. Jules 
Allen and Mort Simon have been 
added to the sales department. 


GIFT PACKAGE 


Pinaud's new gift package for women 
for the holiday season is made ready. 


Mum Kind to Fabrics 


About 500,000 circulars are being 
distributed by Bristol-Myers Company 
through the facilities of the 2,300 
laundries associated with the Laun- 
dryowners National Association of U. 
S. and Canada, Joliet, Ill., informing 
consumers that Mum, the Bristol- 
Myers deodorant, is not harmful to 
fabrics. Leaflets carry a reproduc- 
tion of the seal of approval of the 
American Institute of Laundering, an 
affiliate of the association. 
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ANNOUNCING 
‘THE ENLARGED” 
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The September issue of the Atlantic — out August 20th — makes publishing his- 
tory. Don’t fail to study your copy of the enlarged Atlantic which now offers: 


© pate git ge caet 
ve Tw Alot gtd -. ns 
the a ass 


A GREAT EDITORIAL Policy 
pROVIDES A GReay 
ADVERTISING OPPORTU 7, 


10°7, average bonus during the past six months 
over the guaranteed circulation of 100,000. ... 
Ten-day closing date — September 10th for 
the October issue out on September 20th. 


VISIBILITY 


@ Thirty additional pages 
of text beginning with 
this issue. 


@ Every full page general 
advertisement on a 
right-hand page oppo- 
site reading matter. 


@ Every half or quarter 
page general adver- 
tisement next to or op- 
posite reading matter. 


@ No extra charge for a 
bleed page advertise- 
ment—page rate 


MOST QUOTED PERIODICAL IN AMERICA 
Boston - New York + Chicago + Los Angeles - San Francisco 


HOLIDAY PLANS 
REFLECT RETURN 
OF LUXURY GIFT 


$65 Set Tops Expanded Cos- 
metic, Toiletry Lines 


New York, Aug. 18.—Anticipating a 
banner holiday season, cosmetic and 
toiletry manufacturers are expanding 
gift lines with intensified promotion 
plans being formulated. Last year an 
estimated $20,000,000 worth of toi- 
letry gift sets were sold. A feature 
of the gift lines thus far revealed is 
the return of higher-priced sets in 


both the “mass” group and_ the 
“style” group. 
Coty, Inc., New York, has an- 


nounced two new lines of holiday 
sets as part of several major changes 
in its fall and winter merchandising 
plans. Sets will be priced from $2.25 
to $19.75. Men’s sets, ranging in 
price from $1.65 to $3.95, will have 
from two to four pieces. 

Coty’s principal innovation is the 
establishment of an individual Emer- 
aude line. Previously, Emeraude per- 
fume was sold without a tie-in with 
other products, but the new policy 
calls for a complete line of related 
items. The perfume sells from $1 
to $18.50. 

Magazines, rotogravure, and black 
and white newspaper space will be 
used to promote the Coty gift sets. 
Detailed advertising plans are not yet 
revealed, but they will call for con- 
siderable increases. 

Pinaud, Inc., is offering a diversi- 
fied gift line, with a powerful promo- 
tion program to back it up. Adver- 
tising in several national magazines, 
including a full-color page in Es- 
quire; newspaper mats for local 
distributors; window banners; win- 
dow displays; counter and window 
ecards reproducing magazine inser- 
tions will be included. 

Pinaud’s men’s gift sets will retail 
from $1.15 to $5.50, and the women’s 
range will be the same. Individual 
items will also be packed specially 
for the holiday trade. 


New Vanities Line 


Bourjois will back a line of 31 
“Evening in Paris” gift sets, nine 
“Springtime in Paris” gift sets, a line 
of staples in gift packages, and a new 
line of vanities, with its most ambi- 
tious advertising program. American 
Mayazine, Cosmopolitan, Esquire, 
Good Housekeeping, Harper’s Bazaar, 
Ladies’ Home Journal, Life, Photo- 
play, Redbook, Screenland, Screen 
Romances, Silver Screen, True Story, 
Vogue, and Woman’s Home Compan- 
ion are on the magazine list, with at 
least two insertions scheduled for 
each publication. First advertise- 
ment will be either half-page, two- 
thirds page, or full-page, while the 
second insertion will be full-page.  , 

Color pages will be used in The 
American Weekly and This Week, 
and several newspapers, with the 
newspaper list including 86 in 45 
cities. 

The bulk of Bourjois money will be 
spent for “Evening in Paris” items, 
but promotion of “Mansfield for Men” 
will be featured in Esquire and Life. 
Direct mail, business papers, and 
dealer helps will round out the Bour- 
jois campaign. 

According to Stanley H. Chambers, 
advertising manager, most of the 
money will be spent during the three 
weeks immediately preceding Christ- 


DESIGN FOR MEN 


In a price range of $1.15 to slightly 

more than $5, this Pinaud gift set for 

men has been prepared for the holiday 
season. 


mas, despite the fact that no re- 
orders are possible at that date. He 
explained that the company’s policy 
is based on the theory that it is most 
important to move merchandise off 
the retailer’s shelves. 


Sell $65 Set 


Although many of the _ so-called 
“style” houses are reluctant to di- 
vulge their holiday plans, Dorothy 
Gray, New York, reports that sets re- 
tailing as high as $65 will be mer- 
chandised this season, for the first 
time since the early days of the de- 
oression. Sets at $5 will still be 
sold for the quantity market, how- 
ever. Helena Rubenstein, another 
higher-priced house, reports that its 
range of gift sets will be wide, al- 
though no specific announcement is 
ready. A very few of the “style” 
houses will entirely ignore holiday 
gift sets, among them being Guer- 
lain, Inc. 

Yardley & Co., Ltd., will follow its 
usual Christmas policy of featuring a 
complete line of gift sets, ranging 
from $1.10 to $35. A new line of 
“Bond Street” items, designed spe- 
cially to reflect the Coronation inffu- 
ence, will be continued during the 
holiday season, with the possibility 
that the line may become a perma- 
nent one. This line is being pack- 
aged for gift purposes. 


Woodward Joins “Post” 


Cabell Woodward, formerly in the 
local advertising department of the 
New York Evening Journal, has re- 
signed to join the New York Post. 


STOCK PHOTOS 


Thousands of ready - to - use 
illustrations, on all subjects, 
are available for your inspec- 
tion. Write, wire or phone 


KAUFMANN & FABRY CO. 
425 S. Wabash Avenue ® Chicago 
Telephone Harrison 3135 
106 West 43rd St., NEW YORK, 


Phone Bryant 9-6682 


P. P. P. (Positive Pulling Power) 


A large percentage of the industrial business done 
hy outside firms in the rich Central West, 
is done with readers of the 


Chicago Journal of Commerce 
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NEWSPAPER COPY 
FOR FIRST SEVEN 
MONTHS UP 5.8% 


Slight July Decline Is First 
for 1937 


New York, Aug. 18.—-Newspaper ad- 
yertising in 102 major cities for the 
first seven months of 1937 showed 
a 5.8 per cent increase over the same 
period last year, according to figures 
released today by Media Records, Inc. 

While total display for July, accord- 
ing to the report, showed the first 1937 
decline over the corresponding month 
of 1936—0.9 per cent—a 6.5 per cent 
increase in classified lifted total ad- 
vertising for the month 0.7 per cent 
ahead of 1936. 

Automotive advertising showed the 
biggest drop, with July of this year 
running 10.5 per cent behind the same 
month last year. General advertising 
was 6.2 per cent under 1936, while re- 
tail somewhat compensated with a 
2.7 per cent increase. 


Automotive, Financial Lag 


Over the first seven months, the re- 
port shows automotive advertising 
down 7.2 per cent and financial, 2.8 
per cent, as the only classifications un- 
der the 1936 level. Retail advertising 
over the seven-month period was 5.5 
per cent up; general, 5.6 per cent; 
classified, 11.4 per cent, and depart- 
ment stores, 5.2 per cent. 

The New York News during the 
first seven months of 1937 led in re- 
tail advertising among the individual 
morning newspapers measured, with 
6,175,765 lines. The Washington Star 
led evening newspapers in this clas- 
sification with 6,608,860 lines and the 
New York Times led the Sunday news- 
papers with 2,718,698 lines. 

In general advertising, the morning 
field was headed by the Chicago Trib- 
une with 1,557,631 lines. The New 
York Sun led the evening field with 
1,780,749 lines and the New York 


Times led the Sunday field with 
1,268,811 lines. 
Automotive advertising in the 


morning field was led by the Harris- 
burg Patriot with 320,243 lines, with 
the Newark News first in this classifi- 
cation in the evening field with 476,- 
522 lines, and the Los Angeles Exam- 
iner in the Sunday field with 252,874. 

The New York Times also led the 
morning field in financial advertising 
with 640,811 lines, the New York Sun 
leading the evening field with 278,346 
and the Newark Call the Sunday field 
with 116,717. 

The Chicago Herald & Examiner led 
the morning field in classified adver- 
tising with 2,835,119 lines and the 
Detroit News headed both the evening 
classified field with 2,565,174 and the 
Sunday field with 1,609,669. 

Total advertising leader for both 
six and seven day newspapers was the 
Washington Star with 13,199,230 lines, 
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with the Detroit News, carrying 12,- 
436,725 lines, second, and the New 
York Times with 12,336,539 lines, 
third. 


P&G Starts Polish 


Program for Oxydol 


Procter & Gamble Company, Cin- 
cinnati, has started a foreign lan- 
guage program for Oxydol over Sta- 
tion WJBK, Detroit. 

The program, in Polish, is for 52 
weeks, with Van Cronkhite Associ- 
ates, Inc., Chicago, in charge. Black- 
ett-Sample-Hummert, Inc., Chicago, 
handles Oxydol advertising. 


Moose Name Rankin 
Wm. H. Rankin Company, New 
York, has been appointed to handle 
advertising of the Loyal Order of 
Moose, Charles W. Rankin is account 
executive. 


Lowell Thomas Names 


New York Committee 


Lowell Thomas, president, Adver- 
tising Club of New York, has an- 
nounced the appointment of members 
of the club’s advertising and market- 
ing forum committee. 

They include Alfred L. Freden, 
director; Alfred T. Falk, chairman; 
Alfred O. Buckingham, vice-chair- 
man; Harry W. Alexander; Frank A. 
Conolly, Oakite Products, Inc.; Rob- 
ert Daru, attorney; Bert Cremers, 
sales manager, Merchants Chemical 
Company, Inc.; Karl F. Egge, pub- 
licity director, Bloomingdale Broth- 
ers, Inc.; F. R. Gamble, executive 
secretary, American Association of 
Advertising Agencies; Ralph Neu- 
muller, executive vice-president, 
Electrical Association of New York; 


and Harry Tipper, executive vice- 
president, National Foreign Trade 
Association. 


Long Mortgage 
Urged to Widen 
Home Ownership 


Chicago, Aug. 18.—Extension of 
maximum mortgage lengths from 20 
to 35 years and reduction of interest 
rates to 4 per cent, which would re- 
sult in opening home-building oppor- 
tunities to 7,000,000 families in in- 
come brackets of $1,500 to $2,500, are 
urged in the current issues of Prac- 
tical Builder and Building Supply 
News. 

The proposal is based on a break- 
down showing that monthly amorti- 
zation payments on homes costing 
$5,000 or more would be brought 


within reach of this mass of poten- 
tial home builders if the amortiza- 
tion period was extended to 35 years 
and the interest rate cut to 4 per 
cent. 

It is pointed out that 20 per cent 
or less of the income in this group 
can be earmarked for living quarters 
and that a 20-year mortgage and 
higher rate of interest precludes 
home buying by this vast group. With 
adoption of the lengthened mortgage 
period and lower interest, the publi- 
cations assert a long period of sus- 
tained building industry activity 
would be assured. 


Wilkinson on Board 


John §S. Wilkinson, for 11 years 
general sales manager of Carnation 
Company, Milwaukee, has_ been 
elected to the board of directors. 
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ANTI-FREEZ 
MAKERS POINT 
FORBIG SEASON 


New York, Aug. 18.—-Anticipating 
sales volumes to exceed even those 
of last year, when leading manufac- 
turers were caught with insufficient 
suplies, anti-freeze companies are 
priming their advertising guns and 
stepping up production for this fall 


and winter. With motor licenses 
more numerous than in 1936, and 
prosperity continuing its onward 


march, indications point to a record 
season ahead. 


30 Per Cent Ahead 


With expectations of having 6,000,- 
000 automobile users this winter, an 
increase of about 30 per cent over 
last year, U. S. Industrial Alcohol 
Company will open its fall campaign 
for Super Pyro anti-freeze Oct. 
25. The current drive calls’ for 
increased expenditures in six na- 
tional consumer magazines, and a 
two months’ schedule of outdoor ad- 


SS 


You need KOA’s power 
to sell Colorado 


Ana not only does KOA 
sell Colorado but also large 
areas north and south, east and 
west. It dominates the Rocky 
Mountain Area in population 


reached and response received. 


vertising, reports Leslie S. Gillette, 
advertising manager. 

The American Weekly, Collier's, 
Country Gentleman, Liberty, Life, 
and The Saturday Evening Post are 
on the fall list, with each carrying a 
minimum of three insertions, making 
a minimum total of 70,000,000 adver- 
tisements. 

A pioneer in the use of outdoor 
advertising for anti-freeze, U. S. In- 
dustrial Alcohol also will use 10,000 
boards in 200 cities and towns, said 
to be the most extensive outdoor 
campaign in the field. 

“Pyrograph” Included 

Dealer material includes a kit that 
contains a “Pyrograph,” which auto- 
matically measures the quantity of 
Super Pyro needed for a car, 

Current orders are ahead of last 
year, Mr. Gillette said, as a result of 
the dealer selling campaign which 
has already gotten well under way. 
Super Pyro prices to dealers and con- 
sumers will remain the same as last 
year, and the distributor’s commis- 
sion has been raised by 1 per cent. 
Lambert & Feasley, New York, is the 
ageney in charge. 

National Carbon Company, maker 
of Eveready Prestone anti-freeze, has 
announced tentative plans for its 
fall program, which is to be princi- 
pally in newspapers and national 
magazines. Expenditures in both 


_TAMES OLD MAN WINTER! 


United States Industrial Alcohol Company will break its winter anti-freeze 
campaign Oct. 25, with this poster, one of 10,000 being used for Super Pyro. 


ANTI-FREEZE MAKERS READY AMMUNITION 


_ ANTI-FREEZE 
Lowest Cost Prot 


| 


newspapers and magazines will be 
substantially the same as last win- 
ter and fall. 

Approximately 400 newspapers will 

carry an average of three insertions 
each. In the larger centers, 756-line 
insertions will be used, and in 
smaller cities, 600-line copy will 
carry the Eveready Prestone mes- 
sage. + ‘ 
A feature of the copy will be tem- 
perature releases in some of the 
communities, When the mercury goes 
down, the insertion will go in. 

J. M. Mathes, Inc., New York, is 
advertising counsel, 


A Mountain 
Programmed and Represented by NBC 


Red Network Station 


DEAN. OF CANADA 
AGENCY MEN GOES 
INTO RETIREMENT 


H. E, Stephenson Resigns 
After 46 Years With McKim 


Montreal, Aug. 18.—In his own 
words today, H. E. Stephenson, a 
director of A. McKim, Ltd., has put 
his “house in order” and is retiring 
from active association with adver- 


tising. 
Thus one of the deans of the ad- 
vertising profession in Canada 


passes from the active scene, after 
more than two score years of color- 
ful leadership in the Dominion. 

Born on an Ontario farm, Mr. 
Stephenson procured his first job as 
clerk in a Brockville dry goods store 
and shortly afterward gravitated to 
the advertising business by the 
rather prosaic method of answering 
an advertisement for a youth with a 
knowledge of shorthand. 

The call came in a note from the 
late Ansom McKim, who invited him 
to come to Montreal for an inter- 
view. 

“And as I stepped out of the old 
Bonaventure station,” Mr. Stephen- 
son recalled today, “newsboys were 
shouting extras announcing’ the 
death of Sir John A. Macdonald, first 
prime minister of Canada.” 


Tutored by McKim 


That evening he was given the 
position that launched his career 
that began with the same agency 
from which he is now retiring. He 
joined McKim’s in June, 1891, just 
two'years after its establishment, 
when it boasted a staff of six, and 
when it was still the only advertising 
agency in Canada. 

As stenographer to Mr. McKim, he 
learned the business from the man 
who was its Canadian pioneer. While 
still a young man, Mr. Stephenson 
achieved his first triumph when he 
planned, sold and directed a $40,000 
mail order campaign for a Canadian» 
client with ambitions to invade the 
United States field. This experience 
brought him into close relations with 


mate knowledge of markets and cir- 
culations. 

Thus, in the need of those early 
days, began that close study of local- 
ized markets, that always played so 
important a part with Mr. Stephen- 
son in the planning of advertising 
campaigns. 


Edited Publications’ Directory 


The foundation for his intimate 
acquaintance with the press of Can- 
ada was strengthened in 1892, when 
he assisted the late E. B. Biggar in 
bringing out the first edition of 
McKim’s Directory of Canadian Pub- 
lications. He succeeded to the edi- 
torship in 1899, and was responsible 
for introducing many improvements 
in that publication that are still re- 
tained as standard features. 

For a few years in the middle ’90’s, 
Mr. Stephenson took what he 


such persons in the United States y in an advertising campaign . . . it's 

publisher’s representative field as istribution that counts. 

Frank Richardson, S. C. Beckwith The best ad in the world . . . without 

and others, who soon learned to — distribution, is a waste of your 
fig Rs Bee good money. 

respect him for his wide and _ inti- 


ee 


course” in advertising. For a time 
he associated himself with an agency 
in Boston. Leaving it, he went to 
London, where he assisted British 
manufacturers in the preparation of 
merchandising plans and advertising 
suitable for Canada. Returning to 
Canada, he spent some time in adver. 
tising work in Toronto. Enriched by 
these experiences in other fields, he 
returned to McKim’s in 1899. When 
the latter was turned into a limited 
company, he bought into the busi. 
ness, becoming a shareholder and 
eventually a director. 

Mr. Stephenson is retaining his 
financial interest in A. McKim, 
Ltd. He will devote his leisure to 
hobbies. 


Two Appoint Reach 


Mono Service Company, Newark, 
N. J., has appointed Chas. Dallas 
Reach Company, Newark, to handle 
advertising of Kleen Kup packages 
for food products, effective Oct. 1. The 
Trust Company of New Jersey, Jer- 
sey City, has also appointed Reach 


politan New York and New Jersey. 


Gottesmann Shifted 


Adolph Gottesmann, formerly as- 
sistant classified advertising man- 
ager, Long Island Daily Press, has 
been named classified advertising 
manager of the Newark Ledger. He 
will retain supervision of resort and 
travel advertising of Staten Island 
Advance, Long Island Daily Press 
and the Ledger, all operated under 
management of S. I. Newhouse. 


“Esquire” Plans Campaign 


Esquire has announced a pre-mer- 
chandising campaign for advertisers 


pers throughout the country during 
November. 


cities, and large space advertisers 
will be spotlighted in advertisements 
to appear in newspapers of five ci- 
ties. 


Ultem Names Nelson 


Ultem Publications, Inc., New York, 
has appointed S. F. Nelson advertis- 
ing director. 
urer and advertising director of Faw- 
cett Publications, New York. 


for a newspaper campaign in metro- | 


in its Christmas number in newspa- 


Copy listing all advertis- 
ers will appear in newspapers of 20 


He was formerly treas- 


HOW ABOUT 
| COVERAGE? 


Don't let lack of adequate coverage 
embarrass YOU. In a beauty contest 


What Is Your Dealer 
Distribution in Chicago? 


We'll take any grocery or drug product of 
merit and get you COMPLETE DISTRIBUTION 

. Sample every home . . contact and sell 
your retailers . . and we'll do it so fast that 
it will sweep the town off its feet! 


This isn't a claim . . it’s a PROMISE. - 
and need not be confined to Chicago alone. 


BIG 4 


ADVERTISING 
CARRIERS 


742-44 S. WABASH AVENUE 
CHICAGO 


Central Zone Division of 


ADVERTISING DISTRIBUTORS 
OF AMERICA, Ine. 
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C. W. Porter 
Chicago Agency 
Leader, Taken 


Chicago, Aug. 18.—Clarence W. 
Porter, 44, vice-president and account 
executive of Stanley Pflaum Asso- 
ciates, died Saturday at Three Riv- 
ers, Wis., after being stricken with 
appendicitis while on a week-end trip 
there. 

In the advertising agency field here 
for 20 years, Mr. Porter was one of 
the principles of the old Porter, East- 
man, Byrne agency, and prior to his 
association with Pflaum Associates, 
he was connected with Lauesen & 
Salomon agency. He leaves a widow 
and two children. 


BURNS, MILWAUKEE 


AGENCY HEAD, DIES 


Milwaukee, Aug. 17.—Bernard K. 
Burns, 55, head of the former Burns- 
Hall Advertising Agency here, died 
last week near Boise, Ida., where he 
had been living for some months 
working on a new play. 

Born in New York state, Mr. Burns 
came here as a young man, entering 
the agency field after a brief news- 
paper career. He was author of “The 
Woman on the Jury,” “The Tread of 
Men,” “Johnny Goes Up,” and 
“Ticker Tape,” written in collabora- 
tion with Kathleen Keyser. 


VETERAN DALLAS NEWS 


AND JOURNAL MAN DIES 

Dallas, Tex., Aug. 17—Henry A. 
Gascon, 56, veteran member of the 
Dallas News and Journal advertising 
staff, died last week at his home fol- 
lowing a cerebral hemorrhage. 

Mr. Gascon joined the advertising 
staff of the News in 1913 and became 
advertising manager of the Journal 
when it was established in 1914. In 
1919 he became advertising manager 
of the Houston Post and returned to 


YOU MUST 
LIKE WORK, 


TO DO THE EXTRA 
HOUR DAILY 
THAT RAPID CAN 
SAVE YOU. 


FOR PROOF 
OF THAT, FOR THE 
BEST OF ‘STATS 
QUICKLY, CALL 


RAPID 


COPY SERVICE CO. 


&§ BRANCHES: NEW YORK, 415 Lexing- 
ton, 444 Madison, VAnderbiit 3 - 3680. 
CLEVELAND, Ninth — Chester Bidg., 
MAin 9335 @ CHICAGO, 110 So. Dear- 
born, 228 No. La Salle, 360 No. Michigan 


Ave., STAte 5977. 


the Journal as advertising manager 
in 1921, 


R. W. CLARK, HEAD OF 


AKRON AGENCY, DEAD 
Akron, O., Aug. 17.—Rufus W. 
Clark, 55, head of R. W. Clark Ad- 
vertising Agency, died at his home 
here Friday. He was at one time 
advertising manager of Potter-Motter 
Mfg. Company. Chicago; United 
Profit Sharing Corporation and Gen- 
eral Laboratories, Madison, Wis., and 
sales manager of Goodyear Tire & 
Rubber Company. 

Leaving Goodyear, he and E. Dorr 
Eddy, also with Goodyear, estab- 
lished the Eddy & Clark Advertising 
Agency. When Mr. Eddy retired, the 


agency became Clark, Fisher 
McDaniel. Mr. Clark later organized 
his own agency under his own name. 


H. R. STARLING KILLED 


Columbia, 8S. C., Aug. 17.—Harvey 
Right Starling, 44, senior advertising 
salesman of the Columbia State, died 
in a Charleston, S. C., hospital re- 
cently of injuries received in an 
automobile accident. 


Joins “Family Circle” 

James F. Ryan, formerly on the 
sales promotion staff of New York 
News, and for the past year promo- 
tion manager of Gannett Newspapers, 
Albany, has joined the promotion de- 
partment of the Family Circle, New 
York. 


and 


Engel Joins Kircher Merilees Advanced 

Elmer J. Engel, formerly president! Harold J. Merilees, formerly in 
and general manager of Mickleberry|the publicity department, has beep 
Food Products Company, Chicago | appointed by B. C. Electric Railway 
has joined The Albert Kircher Com-|Company, Vancouver, B. C., in 
pany, Chicago, in an executive ca-|charge of organization and adminis- 
pacity. Mr. Engel was executive |tration in the sales promotion de- 
vice-president of Calumet Baking | partment, effective Sept. 1. P. M. T. 
Powder Company until its merger | Skrimshire, of the Victoria branch, 
with General Foods. Inc.. New York.! will succeed Mr. Merilees in the 

| publicity department. 


Hood Adds Tropp 


ie Riddle Named 

Maj. L. C. Riddle, formerly sales 
promotion manager of Neil House, 
Columbus, has been named to the 


same position for Theodore DeWitt 


Tropp, formerly in the 
display advertising department, | 
Home News, New York, and _ the 
script department, U. S. Office of Ed- | 
ucation, has been retained by Hood | 
Educational Broadcasts, Inc., New | Hotels, Inc., Columbus. Mrs. Arthur 
York, as program production man-/|D. Evans has joined the sales promo- 
ager. ,tion department of DeWitt. 


IT’S TIME 10 


ao 


can deliver this buying audi- 
ence to you. 


Farmers in Michigan, Ohio and Pennsy!- 
vania are now in the market for more than 
70,000 new electric refrigerators. 


GET SET FOR SALES IN THE 


300,000 electrified farms— 
one-fourth of the nation’s 
total — will be found within 
the boundaries of Pennsyl- 
vania, Ohio and Michigan at 
the end of 1937. Within this 
closely knit market, farmers are 
buying a huge volume of elec- 
trical equipment. Because of 
good crops and prices, result- 
ing in the highest buying power 
in 10 years, they will buy even 
more in coming months. Now 
is the time to speak for your 
share of these ready sales — 
effectively and at low cost 
—through advertising in the 
three state farm papers that 


we 


ewe: : 


? 1 A 

> he F i 

BB ak Ve a 
. 
’ \ ‘a 
\ \ 

. 5 —- so my \ 

a! ae XN 4 
ho __ a —— > 


CTRIFIED FARMS IN MICHIGAN. 


Along with more than 90, 
machines, farmers in the “3 that make \%” 


are preparing to buy 40,000 electric ranges. 


THAT MAKE 


Vacate tea 3) 


V4 OF THE NATION'S uy 
ELECTRIFIED ~ 


nd rae ides 


GET THESE FACTS Vow! 


You need no longer base plans for selling 

this rich farm market on guesswork. 
Results of a comprehensive study among 
farmers, dealers and power companies 

now are ready for your use. This study 
reveals just which appliances and items 
of electrical equipment farmers intend _ 

to buy and the volume of each. It tells 

you the relative buying worth of newly 
connected farms, and those on long- 
established rural lines. It tells the loca- 

tion of electrified farms within each 

state, and many more facts from which 

to effectively plan your sales and ad- 
vertising strategy. Ask your Capper 

Farm Press representative today for 

the results of these market surveys or 

write to the units of Capper Farm Press 

listed below. 


ee 
. % 
SS 4 


washing 


2 2 : : an: : . “a 
es 


e i 


FR OHIO FARMER 


: = ne ie = whe Ps ; ; ha i a fe : % - a % ey ae Be ge ‘ sc es 3 Ess a ; ‘ ; 
Re dC NT ge ee ee De eee See Th I a ea NI A a cm nemor cn pgNScoempmesT es esmRccRsRaammne AE OTE 
Scat ee iiss oa “ ~ S 
37 a eS = a 
Se LL LL , ie 
= ; en = or — a ane 
_ | ye 
to —_ ne 
_ ee 7” ts 
of ee a 
ing a 
to 
rer. ‘ 
by ie 
he 
1en 
ted | ae 5 ae 
si- 
And 
his eee ob. 
im, See Te 
to [ 
a 2 ah 4 
| eee 
a Beas E 
Jaen 
= 2 
he ae eee w : or Et Se d oy Be i ont ae DR so an et A, ee rr ia e 
ach a os © -— ; — Am. = <a ee a a 
tro- | 5% < >| | “ eae - 
es 
as- Baron 
nan- * foe 
sing — shite 
He §— er 
and — Hl & 
land ¥ : ; ‘ al 
TESS ‘ : ee 
nder I  , 
ign ee ! 3 
mer- — . it 
isers : = bee 
yspa- : r ae 
ring ( _ IN THESE — ae 
rtis- Ff ‘ — a cae. eS 
ents =) vin ee ae Ss Se aie fe 
e ci- eine 
_ : z ey GUESS Xf Sek eae ag eae: 
II —eEeeeEeEeEeE———EEE : ) ist ee a Bee 
artic. , : i FARMS oe 
reas- a er oe 
Faw- eee : : | ; om 
a 
—— a 
i] oe + 
. aca. a 
ae 
a y -_ 
: a a) 
a Si 
ee, = s oS 
oe * on Sw ay . Ses . a Pel 
"ope ¢ SIS i ee! , Baa. iA : Bak: 
JT ant oe ae lll aw _ ah 4 eee 
= a = == = 723 = Pe a .. ’ ——— = . ay ae 
3 . s - ™ ae ek. % 4 : a . ‘ haar 
Fp. "fe ¥ ee 
9 , 4 i ‘i f fie pies So" 
ee oe, e.* é ° a . : é a ha 
es rh age Be _— a: ee ue pRraee 
“— oe ‘ > F a3 ws. —? | 
. it's Bie 8 * “4 eee Pi 
tf es Prey oe er : ‘ ee . ? is 
% . = “a i Ee 
hout IE: ore a ni. ; ~ ——— Ht 
your wee e ong : + tes 
Se , —_ , Toe : ess 
; 2 wee P. ell EEE FF 
| j er = Fs ‘ . - | Pa: 
| "9 aS a oo : . ae 
go! DS —_~ _ ices 
uct of = = & 3 . a a / : Dey ~ é 
UTION —. a = a ‘ 
nd sell Sa AT | caw Sam a, : 
st that a = oe a [a / 
See EO sey X ee 
se * en. 2 5 Ei ae “aha say 4 
lone. ; a LE ee | : 
| ae ee : 
ee 
a 7 | 7 EMAIOCVINTA RTT | | . 
! : : 3 ‘ a if kK | , Th . 
ee ca tial ee 
‘ : HS URS oo eee ee sme 
; - me ah =e z Nip ot 2 i ew 7 ae <3 hp Bight oe Fees oe ra . napa = snk ht pam rs ee ee a Si END sic, 
ORS ro at, ee ae ee ee ee RC eee ne Bh aie ny De aS, a oe) ee ie 
; ie ee ; hee 
REACHING 80 PER CENT OF THE ELE OHIO AND PENNSYLVANIA ee 
aie ee 22 
Se aN 
rc 


1 


34 


ADVERTISING AGE 


August 23, 1937 


Graham-Paige Conducts 
Contest for Westerners 


Graham-Paige Motors Corporation, 
Detroit, is promoting a contest for 
policemen, firemen and sheriffs in 
the Western part of the country. 

Awards will go to drivers who 
make the best economy records over 
a measured course and the best time 
in speeding up from 10 to 80 miles 
an hour in second gear. First prize 
will be a trip to the World Series. 


Faust, Kivlan Shift 


Dud'!ey Faust, formerly of the local 
advertising staff, Chicago Evening 
American, has joined the sales staff 
of Station WBBM, Chicago. He will 
replace Tom Kivlan who is resigning 
from the station Sept. 1 to join 
George H. Hartman Company, Chi- 
cago advertising agency, as account 
executive. 


Hoyt Appoints Hamar 


J. L. Hamar, Jr., has been ap- 
pointed to the copy staff of Charles 
W. Hoyt Company, Inc., New York. 
He was formerly with McCann-Erick- 
son, Inc., New York. 


Q WHY NEWS-IN-FocUS ? 


even the 


A Because : yoo 
ful rea 
thought aaa 


eeds the 
4 confusing world 
clarified f.or => 
NEWS - WEEK i“ 
the news in focus. _ 
sents stories in orae 
of their importanes: 
Places freshness - ‘ 
integrity —_ of se ; 
sati alism. swe 
EEK * combines fea- 
tures found in no other 
news weekly. 
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RETAIL DISPLAY 
IN SLIGHT GAIN 
OVER "36 WEEK 


Chicago, Aug. 20.—Retail display 
advertising for the week ended Aug. 
14 was 238,668 lines or 1.4 per cent 
ahead of the corresponding week of 
last year, according to the ADVERTIS- 
iNG AGcw Index of Retail Activity. 

In the 79 major cities used as the 
basis for this Index, newspapers car- 
ried a total of 17,289,948 lines of re- 
tail display last week against 17,051,- 
280 lines for the comparable week of 
last year. 

Through the first 33 weeks of 1937, 
ending Aug. 14, retail display adver- 
tising in the reporting cities shows a 
total of 637,618,380 lines against 605,- 
493,264 lines for the comparable pe- 
riod of last year, a gain of 32,125,116 
lines or 5.3 per cent, At this time 
last year, 1936 showed a gain of 5.5 
per cent over the comparable period 
of 1935. 

Following is a table showing gain 
or loss for each week of this year 
compared with 1936: 


SRNETT 2B cc cvesrveseccesasne — 5.8 
January 9 ...cecccscercrcccene + 8.5 
TRRUBEY 16 onc ccc ccccsscneows + 4.0 
JamMuary BS nc cer secccceseoes + 4.2 
FOREEOe BO noc ccasnccesenseaes + 5.8 
Pebruary 6 ....ccrcccrcccsees + 8.5 
Pebruary 13 ....ccccesccsccves + 6.9 
February 20 16.6 
gy a | eee er eee + 8.3 
Pe OE. go ceeeersne pene +11.5 
March 13 + 12.0 
March 20 + 12.9 
March 27 + 7.9 
April 3 — 7.3 
April 10 + O.9 
April 17 + 11.5 
April 24 + 8.2 
May 1 + 0.6 
Se See eer srr ree ee + 8.9 
May 15 + 4.7 
May 22 + 3.9 
May 29 +19.2 
June 5 — 5.1 
June 12 + 6.0 
TET hs isc a ae gna as EO OO we as O10 ® 1.2 
| en Oo rare oe + 1.2 
a Sees eee eee eee ere se + 18.7 
NO es sated alee oks ke EAS EO RS — 7.1 
2 Scr ceererrrre sy) ree + 15.9 
July 24 | 


daily. 


POPULATION 


City of Worcester 


195,311 


93% 


The Worcester Market can 
Telegram-Gazette ALONE. 


Worcester buy 


In the city, in the suburbs, 


And has 


chandising factor. 


100.000 is concentrated in 
Worcester’s average 18-mile 
lation 433.287. 


THE TELEGR 


New York, Chicago, Detroit, Boston 


Worcester, Massachusetts 


In the city of Worcester alone the Telegram-Gazette con- 
centrates an average net paid daily circulation more than 
TWICE the TOTAL circulation of any other Worcester 


TELEGRAM-GAZETTE 
CITY CIRCULATION 
For 3 months ending March 31, 1937 


of all newspaper buyers in the city of 


bination of mediums—can add materially to the coverage 
already enjoyed by Telegram-Gazette advertisers. 


and classes, the Telegram-Gazette is the dominant mer- 


TOTAL CIRCULATION. 
For 3 months ending March 31, 1937 


And of this total circulation of 114,.098--MORE THAN 


Worcester, Massachusetts 


GEORGE F. BOOTH, Publisher 
PAUL BLOCK AND ASSOCIATES - - National Representatives 


Phitadeltphia 


62,982 


the Telegram or Gazette 


be cultivated through the 
No other medium—or com- 


among readers of all kinds 


heen for many years. 


114,098 


the city of Worcester and 
retail trading zone. Popu- 


AM-GAZETTE 


San Franeiseo, Los Angeles, Cincinnati 


Markets 


Index of Retail Activity in 79 Important 


Based on total retail advertising volume in all newspapers in each city. 
(Copyright, 1937, by Advertising Publications, Inc.) 


+] 


July 31 .. ee ee 0.2 
Aug. 7 an , + 3.6 
Rs OO Gin wee 1.4 


79 major markets included in the In- 
dex appear on this page. 


Canadian Farm Boom 


Ups Radio Set Sales 


| The farm boom in Canada is cre- 
ating new frontiers for radio adver- 
| tisers. According to the latest. re- 
port of the Radio Manufacturers’ As- 
sociation of Canada, 9,150 battery 
sets were sold in June as against 
9.642 sold in the entire 
months of 1936 

The number of electric sets sold 
in June was lower, indicating that 
the major buying is taking place in 


farm areas where electric service is 
not available, and that farmers in 
this area are now in a position to 


|}spend for more than essentials. 


Davis on Sales Staff 
Owens-Illinois Glass Company in- 
forms ADVERTISING AGE the new post 
of Fisher N. Davis is on the general 


sales manager as reported Aug. 9. 
i 


sales managers’ staff and not general | 


*New York American discontinued June 24, 1937. 
srooklyn Times-Union discontinued June 8, 
‘Journal and Sunday American discontinued June 8, 1937. 
{Daily Ledger discontinued June 23, 1937. 

§Strikes affecting department store lineage. 


first six | 


1937. 


Takes 


...MORE SNAP 


More snap is only half the story of the ATLASTAT. For this 
new and better kind of photostat records ALL tone values 


New Kind of Stat 
Has Got What it 


from extreme black to pure white! 


4 Chicago Locations 


Stands out in layouts like 
real photographs. Best of all, ATLASTATS 
cost but a few pennies premium, either 
Matte or Glossy finish. Call or write for 
comparative samples today. 


ONLY ATLAS MAKES ATLASTATS 


ATLAS PHOTO COPY CO., General Offices, 225 No. Michigan Ave. 
e All Phones FRAnkliin 3470 


‘, Gain % Gain 
33-Week 33-Week 33-Week or Loss’ or Loss 
Period Period Period 1937 1937 Week Week o €ain 
Ended Ended Ended over over Ended Ended oo, ae 

City Aug. 17,1935 Aug. 15,1936 Aug. 14, 1937 1935 1936 Aug. 15, 1936 Aug. 14, 1937 Loss 
Akron, O. .......-.- ~.. 9,548,889 10,009,389 10,605,889 11.1 +5.9 297,220 302,090 +16 
Pu eS y Sere eee 3,767,631 4,004,595 4,341,526 +15.2 +R8.4 105,623 127,869 + 21.1 
Bitewte. CE. ciciwenscs 8,506,597 8,870,456 9,429,410 +10.8 + 6.3 277,620 310,926 +12.0 
Mestimore, BIG. .6cceess 12,594,365 13,352,077 14,207,712 + 12.8 +6.4 352,891 336,902 + 1.2 
Birmingham, Ala. ..... 6,358,114 7,223,776 7,901,278 + 24.3 + 9.4 223,622 207,074 —i.4 
Boston, Mass. ........ 12,161,614 12,227,112 12,243,874 $0.7 $0.1 324,328 285,678 —119 
Bridgeport, Conn. 5,256,084 5,466,968 5,966,044 +13.5 +91 155,148 165,776 +6.9 
ENG eee a 10,056,032 10,056,336 11,343,210 +12.8 + 12.8 277,452 299,432 +7.9 
yr 2,487,176 2,496,471 2,488,918 +0.1 —0).3 69,926 64,044 —8,4 
Cedar Rapids, la. ...... 2,889,824 3,087,938 3,245,494 +12.3 + 5.1 78,470 84,252 +7.4 
Chattanooga, Tenn. .... 4,560,006 4,279,483 4,005,290 —12.2 —6.4 110,592 98,025 —l 1.4 
are 16,916,411 18,466,254 19,419,021 +14.8 + 5.2 459,746 492,946 +7.2 
bs ae) 10,006,461 10,339,173 10,911,842 + 9.0 + 5.5 254,385 266,217 + 4.7 
ClevVeIene, Cy occidiesacs 11,157,150 12,198,309 13,279,375 +19.0 + 8.9 346,868 347,856 + 9.3 
Tn th tivecas enn ceednekas: “ll ete eeae . -rkeeeedores atta ; 231,798 238,806 + 3.0 f 
Dialias, TOK. .6s00c056e 11,594,242 12,338,911 13,219,762 +14.0 +7.1 311,766 344,442 +105 
oS: See eee 8,705,984 8,336,910 9,699,412 +11.4 + 16.3 250,488 271,278 + 8.3 j 
Denver, Colo. ........ 6,348,767 6,366,293 6,416,535 +1.1 + 0.8 182,115 181,135 —0.5 - 
Des Moines, la. ........ 3,936,137 3,980,112 4,052,887 +29 + 1.8 103,472 91,580 —11.5 ‘ 
Detroit, Mich. ......... 12,674,240 13,077,622 13,937,664 + 9.9 + 6.6 346,096 352,167 +1.8 : 
Erie, Pa. ..........-+. 4,359,606 4,404,046 5,718,916 +312 +29.9 118,224 168,028 +42.1 ( 
Evansville, Ind. ....... 7,440,202 8,163,386 7,837,508 + 5.3 —4.0 247,730 241,794 —2.4 I 
Fall River, Mass. ...... 1,986,208 2,160,048 2,226,732 +12.1 +3.1 57,186 61,277 +7.2 \ 
4 ee 5,185,250 5,550,426 », 709,466 +10,1 +2.9 149,688 141,428 —5.5 i 
Fort Wayne, Ind. ...... 6,511,757 7,096,361 7,420,532 +13.9 + 4.6 219,170 224,336 + 2.4 
1 CC Serre 3,274,618 3,805,421 4,678,729 +42.9 +229 135,378 149,875  +10.7 . 
(rrand Rapids, Mich. 5,497,260 5,617,920 6,607,026 + 20.2 +17.6 146,468 152,208 +3.9 d 
Greenville, 8S. C. ....... 3,769,308 3,627,517 4,181,976 +109 +15.3 98,812 111,412 +12.8 c 
SeOUStOn, TOE. ssseseas 8,033,368 8,990,843 10,146,240 + 26.3 +12.9 261,142 273,770 +4.8 s 
Indianapolis, Ind. ..... 10,123,777 10,778,603 11,552,357 +14.1 +7.2 302,070 312,788 +3.5 . 
Jacksonville, Fla. ..... 1,880,862 5,182,716 5,653,830 +15.8 +9.1 154,042 152,698 —0.9 , 
Jersey City, N. J. .... 1,383,078 1,512,258 1,507,446 +9.0 =f), 3 34,560 31,694 —8.3 
Kansas City, Kans. .... 1,362,844 1,513,722 1,677,228 + 23.1 +10.8 51,975 53,879 +3.7 r 
Knoxville, Tenn, ...... 5,485,960 6,086,689 6,270,868 + 14.3 + 3.0 185,136 165,116 —10.8 d 
Little Rock, Ark, ...... 5,838,952 5,987,511 5,911,477 +1,2 —1.5 215,110 157,360 —26.9 
Los Angeles, Calif. ............ 15,047,252 16,013,227 nak +64 454,244 479,455 +5.7 
ee OT ra 6,305,950 6,358,212 6,205,794 —1.6 —2.4 118,538 105,756 —10.8 ¥ 
Manchester, N. H. ..... 2,206,631 2,193,387 2,279,008 + 3.3 +3.9 55,746 55,216 —0.9 
Memphis, Tenn. ...... 6,856,528 6,923,494 7,477,72 + 9.1 +8.0 192,458 207,298 +7.7 Be ft 
Milwaukee, Wis. ...... 7,974,097 9,071,835 10,752,397 +34.8 +18.5 263,872 277,390 +5.1 é ‘ 
Minneapolis, Minn, .... 8,650,302 _ 9,317,820 9,190,700 — +6.2 —1.4 235,070 225,311 —41.2 09 on 
Nashville, Tenn. ...... 5,045,174 4,839,344 5,009,976 — 0.7 +3.5 139,510 137,56 
New Bedford, Mass. 1,963,489 2,077,642 2,149,658 +9.5 + 5.5 53,928 57, 
New Haven, Comm, .... <ccccseccs 5,712,322 5,951,168 + ef + 4.2 153,790 144, 
New Orleans, La....... 11,327,751 12,042,060 12,495,491 + 10.35 +3.8 362,356 303, 
*New York, N. Y. .... 34,469,649 38,874,556 40,687,537 +18.0 +4.7 1,014,047 1,008, 
**Brooklyn, N. Y. 4,306,254 4,207,524 $,203,552 —2.4 -0.1 94,124 95, 
MOPTOU, VA. .csccevses »,871,740 6,077,512 6,057,268 +3.2 —0.3 160,314 174, 
Oakland, Calif. ...... 2,70 4,723,009 4,840,887 +5.2 + 2.5 159,547 139, 
Oklahoma City, Okla. .. 6,912,931 7,490,660 +17.2 +8.4 222,782 215, 
Peoria, Ill. ....... ae 7 3,682,374 7,220,469  +5.5 +8.1 141,253 166, 
Philadelphia, Pa. ...... 17,017,710 17,514,453 18,610,620 +9.4 + 6.3 500,893 474 
PuOOnNIN, APIS. ..cc2s%% 4,577,091 4,663,386 4,579,498 +01 —1.8 118,888 112, 
Pittepuren, PR. .cccves 14,518,140 14,207,020 15,762,748 +S8.6 +10.9 399,350 400, 
Portland, Oregw. ....... 6,471,070 7,285,199 7.096.704 + 23.6 +98 225,414 285 
Providence, R. I. ...... 8,343,544 8,319,488 8,730,043 + 4.6 + 4.9 176,758 217, 
Reading, Pa. .....ssce% 6,010,088 5,732.32 6,723,898 +11.9 +17.5 147,182 175, 
Richmond, Va. ........ 7,230,52 8,053,752 8,171,142 + 13.0 +1.5 240,660 228,¢ 
tRochester, N. Y. ..... 11,017,729 11,288,109 11,281,445 3.4 —0.1 320,769 282,148 2 
Rock Island-Moline ... 4,745,458 5,243,050 5,693,130 + 19.9 + 8.6 130,032 161,442 + 24.2 te 
Sacramento, Calif. ..... 5,005,014 5,434,971 0,429, +85 ——f(), 1 165,956 159,530 —3.9 
San Antonio, Tex....... 3,459,862 4,121,908 1,139, $19.6 +04 107,758 112,790 +4.7 li 
San Diego, Calif. ...... 8,107,546 8,724,520 9,183, +15. + 5.3 286,006 308,280 + 7.8 
San Francisco, Calif. .. 8,804,150 9,724,873 9,973, + 13.3 + 2.6 280,782 361,105 +28.6% A: 
Seattle, Wash, ........ 6,044,622 6,273,116 6,420 + 6.2 + 2.4 160,300 197,134 +22.9 & 
South Bend, Ind. ...... 192,799 5,437,411 5,933 14.3 +901 153,105 153,030 
Spokane, Wash. ...... 4,066,544 1,471,086 4$,863 19.6 + 8.8 121,919 136,178 
St. Lowls, MG. ....0..0% 10,627,700 11,200,840 12,025 +13.2 7.4 287,085 291,410 
St. Paul, Minn. .......% 7,332,518 7,975,461 7,521 + 2.6 —5.7 203,094 193,843 
Srrecuee, MN. Ti caaas 6,937,000 7,178,764 j,an% + 6.1 + 2.5 202,391 193,263 
tsTacoma, Wash. ...... 3,168,900 3,862,897 "3,876, + 22. +0.3 110,208 68,694 —37.7 
Tampa, Fla. .......... 3,931,606 3,697,394 Y10, -0.5 + 5.8 91,756 95,494 
PEDRO epi Ceased ateeina i. kéhekiten . -patcens ae ; 220,004 239,589 ; 
Toronto, Ont., Can, 942 12,401,769 12,360,459 —4.4 —0.5 $315,424 266,854 —15.4 
cn: fy, Se. ee 458 2,380,728 2.620.870 —4.1 10.1 88,438 80,738 5 
Witiek, WRIA. «cinco ives 622 6,238,293 6,056,380  £+9.9 —2.9 151,718 149,884 
Washington, D.C. ..... 265 22,977,828 23,247,645 13.2 + 1.2 588,930 549,079 
Worcester, Mass. ...... 7,149,031 7,348,871 7.577,449 6.0 + 3.1 181,121 184,023 
Youngstown, O. ....... 5,594,968 6,017,897 5,729,512 +-2.4 —4.8 137,445 156,544 

Total errr ree ee 605,495,264 637,618,380 11.0 + 5.5 17,051,280 17,289,948 
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ADVERTISING AGE 
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NEW PRICE LAW 
IS NO. PANACEA 
FOR ADVERTISERS 


(Continued from Page 1) 


of the states having fair trade laws 
and to the members of Congress 
while the price maintenance bill was 
pending, explaining the reasons for 
legislation of this character and an- 
swering the charges that it would 
result in fixing prices too high for 
the public to pay. His presentation 
of this subject is one of the clear- 
est and most interesting offered by 
any national advertiser. 

“The proponents of fair trade 
measures,” wrote Mr. Weeks, “state 
that under the fair trade act the con- 
sumer actually benefits through 
lower prices. The reason for that 
is that the manufacturer establishes 
a uniformly better price to the con- 
sumer. Previous to the enactment 
of the law. (when retail prices could 
not be enforced), the price-cutter, as 
you may have observed in advertis- 
ing. made occasional limited time 
quantity offers on certain merchan- 
dise. In other words, the price- 
cutter would take a well-known drug 
store item and for a period of one 
or three days, and with a quantity 
limited to a single purchase, make 
ridiculously low prices. The next 
day he put his price back higher. 


Establish Reasonable Prices 


“Under fair trade laws, most manu- 
facturers who take advantage of the 
law establish reasonable and uniform 
minimum prices which prevail at 
ali! times. 

“One feature that has caused some 


DISCOVERED— 
$20,000,000 


Throughout the month of 
July, Kansas rejoiced be- 
cause of her big 1937 win- 
ter wheat yield, 138 mil- 
lion bushels plus. But on 
August 1, the U. S. De- 
partment of Agriculture 
20 


million additional bushels 


literally “discovered” 


of wheat in the Kansas 
harvest. The total now— 
158 million bushels worth 


easily 170 million dollars. 


The outlook, too, as given 
by this report, is optimis- 
tic. Corn is expected to 
five 
1936, the fruit prospect is 
the best since 1931, while 


other 


yield about times 


crops indicate 
equally fine yields—all of 
Which brings a tremendous 


bonus for the farmers of 


Kansas. 

Are you planning con- 
certed efforts to reach and 
sell this fine market? 


Your messages in KANSAS 
FARMER will help direct 


the flow of “bonus” spend- 
ing, 


Kansas Farmer 


‘Topeka, Kan. 


ee 


Arthur Capper, Publisher 


115.000 SUBSCRIBERS 


DISPLAYS SHOW 


Paramount Pictures’ new show, “High, 

Wide and Handsome," is given animated 

illustration promotion through this new 
Epok-control display in New York. 


confusion, perhaps even to the Fed- 
eral Trade Commission, is that be- 
fore the advent of fair trade laws, 
which are really laws for the pro- 
tection of trade-marks, the price-cut- 
ter, by his own actions, proved that 
he was not interested in the property 
covered by the trade-mark. He was 
only interested in abusing, to his 
advantage, the trade-mark — some- 
thing which never has and never 
will belong to him. 

“Trade-marks attain value only 
through time, the expenditure of 
money and effort, and achievement 
represented as merit in the trade- 
marked item. There is no value in 
the trade-mark until a product be- 
comes known and has had time, 
effort and money spent on it, and 
after the merchandise represented 
by it has proved useful to the user. 

“The proof that the cutter’s idea 
is to juggle with the trade-mark to 
his advantage is this: You can take 
an article of the finest quality, 
whether it be food, drugs or cos- 
metics, and in the widest possible 
sale; if the merchandise were put 
out in a blank package labeled, ‘corn 
flakes,’ ‘mouth wash,’ or ‘face pow: 
der,’ with no other designation to 
indicate its maker, no price cutter 
would be interested in it under any 
circumstance, because it lacks the 
one thing he does not own and which 
he seeks to use to his own ends— 
the trade-mark. 

“Since the Supreme Court has 
again unanimously reaffirmed the 
fact that good will and trade-marks 
are property, the sophistry of the 
price-cutter’s argument is shown up. 


Gives Price-Cutters’ Motives 


“The reason why the price-cutter 
wants to juggle trade-marks by deep 
cut prices is that he takes a trade- 
marked item of known value, with 
which the public has been made 
widely acquainted through advertis- 
ing at a certain price, then he offers 
the merchandise even below its cost 
|'O him for a limited time, so that he 
may enhance his own _ reputation 
| through the implication that all his 
| prices are of a like character. 

“Furthermore, it is and has been 
notorious all through the years that 
one of the main functions of the 
price cutter is to offer these prices 
and then when the consumer appears 
| for the merchandise to artfully 
| Switch the sale to a similar product 
|on which he makes a very much 
| larger margin of profit. 
| “It must be remembered that the 
|}law applies only to trade-marked 
merchandise, and it is in open compe- 
| tition with other merchandise of the 
same character. If a manufacturer 
establishes his price too high, peo- 
| ple will-buy his competitor’s mer- 
chandise. In any event, the only 
person who can be harmed by these 
yrices is the manufacturer, and this 
is the risk he has to take when he 
takes advantage of the law, and there 
are always plenty of good manufac- 
|turers who will never take advan- 
| tage of the law. 
| “The experience of countless man- 
|ufacturers, including ourselves, is 
| that where the price-cutter, to serve 
his own ends, cuts the price below 
|the cost of the merchandise, it be- 
|comes an unprofitable item to hun- 
dreds of other retail dealers in his 
territory, with the result that the 
manufacturer finds eventually that 
he has no outlet for his merchan- 
dise except the price-cutter, who, as 
a rule, is then no longer interested 
m i.” 


Urges Service Support 


Paul Zemmer, advertising manager 
of the Armand Company, believes 
that the enactment of the Tydings- 


Miller law will make some changes 
in the methods of national advertis- 
ers advisable, at least in so far as 
putting greater emphasis on point 
of sale advertising is concerned. 

“I think a separate appropriation 
for sales promotion, to include point 
of sale material, would be a good 
idea for most national advertisers,” 
he suggested. “The retailer who 
hopes to profit from price mainte- 
nance must be just as aggressive 
as the price-cutter has been in iden- 
tifying himself as a desirable source 
of supply. He and others handling 
a given product must sell service— 
and the independent retailer may 
have the added job of breaking down 
buying habits caused by the presen- 
tation heretofore of national brands 
on a cut-price basis by competing 
stores.” 


MANUFACTURERS URGE 
TEMPERATE REACTION 


New York, Aug. 19.—A warning 
against too much enthusiasm regard- 
ing passage of the Tydings-Miller bill 
was sounded today by H. L. Brooks, 
general manager, Coty, Inc., and pres- 
ident, Toilet Goods Association. 

“Despite our enthusiasm and ela- 
tion, none of us interested in this 
legis'ation must become complacent 
and self-satisfied because we have it,” 
he said, “but we must prove to both 
the public and legislators alike that 


to Temper Copy 


Washington, D. C., Aug. 19.— | 
| Dr. Lyon’s Tooth Powder copy | 

| 
| 


| Dr. Lyons Agrees 
| 


hereafter will be- cast some- 
what differently under a stipu- 
lation entered into between the 
Federal Trade Commission and 
the R. L. Watkins Company, | 
| New York. 
The company stipulated that 
it will stop advertising that Dr. 
Lyon’s Tooth Powder has twice 
the cleansing properties of 
tooth paste, is doubly efficient, 
and costs only half as much to 
use; that there is nothing 
| known that will clean, whiten 
or polish teeth so quickly or 
effectively as powder; that 
| dentists everywhere recom- 
/ mend Dr. Lyon’s, and _ that 
people by the thousands or 
millions are discarding other 
methods of teeth cleansing and 
are using powder instead. 


it is economically sound and desper- 
ately needed by tens of thousands of 
small retailers throughout the coun- 
try.” 

Further approval of the measure 
was voiced by Harold Jacobi, presi- 


dent, Schenley Products Company. He 
asserted that the Tydings-Miller bill 
“will prove to be a splendid statute 
provided it is so applied that the con- 
sumer will get the benefit. We hope 
it will be so applied.” 

Schenley, National Distillers Prod- 
ucts Corporation and other leading 
factors in the liquor industry have 
been staunch supporters of price 
maintenance legislation as a means 
of stabilizing the industry. 


Consider “Educational” Copy 


Another angle to the picture cre- 
ated by the passage of the bill was 
the meeting staged here yesterday by 
drug manufacturers, wholesalers and 
retailers at which steps were taken 
to launch a survey into the effect of 
the Feld-Crawford act on _ retail 
prices of drugs and cosmetics. A 
joint committee was also appointed 
to determine the advisability of an 
educational campaign to combat ac- 
tivity of opponents of price legisla- 
tion. 


| 
Mailing Service 
Multigraphed letters filled-in equal 
to individually typewritten ones. 
ADDRESSING - MIMEOGRAPHING 


THE LETTER SHOP, Inc. 


440 Go. Dearborn St., Wabash 6655 
CHICAGO 


GRAVUR 


TRIBUNE. 


ATLANTA JOURNAL, BIRMINGHAM NEWS & AGE-HERALD, DALLAS NEWS, FORT WORTH STAR-TELEGRAT 
HOUSTON CHRONICLE, KNOXVILLE NEWS-SENTINEL, MEMPHIS COMMERCIAL APPEAL, NEW ORLEANS ITEM- 


The final unit in a great Ad- 
vertising opportunity is avail- 


able. The Gravure Groups, 
for the first time, have a thor- 
oughly balanced key market 
“coverage pattern” .. New 
York, Los Angeles, New Or- 
leans, Minneapolis, Atlanta 
and Seattle are joined to- 
gether as an indisputable fac- 
tor in national advertising 
plans. The six Gravure 
Group combination (including 
Metropolitan) gives you a 
more complete coverage of 
the country than does any 
other Group or combination 


of Groups 


try's 39 key markets, 
lion readers every 
Gravure takes its 


GRAVURE’S KEY MARKET “COVERAGE PATTERN” NOW COMPLETE 


SOUTHERN 


MIDWEST 
GRAVURE GROUP 


CINCINNATI ENQUIRER 
DENVER POST 
DES MOINES REGISTER 
DETROIT FREE PRESS 
INDIANAPOLIS STAR 
KANSAS CITY JOURNAL-POST 
LOUISVILLE COURIER- 
JOURNAL 
MILWAUKEE JOURNAL 
MINNEAPOLIS TRIBUNE 
OMAHA WORLD-HERALD 
ST. PAUL PIONEER PRESS 
TOLEDO TIMES 


U P 


circutation . 2,321,891 
$5.70 


EMPIRE STATE 
GRAVURE GROUP 


BUFFALO COURIER-EXPRESS 
NEW YORK HERALD 
TRIBUNE 
ROCHESTER DEMOCRAT & 
CHRONICLE 
SYRACUSE POST-STANDARD 


“Syracuse Herald is available, as 
an additional or alternative news- 


paper in Syracuse. The Group 
rate with both Syracuse newspa- 
pers is $2.10. 

Scranton Scrantonian also avail- 
able as optional member. Group 
rate, one Syracuse paper, $2.05; 
two Syracuse papers, $2.25. 
circuLaTion ...821,856 
LINE RATE .......... $1.90 


NEW ENGLAND 
GRAVURE GROUP 


BOSTON HERALD 
HARTFORD COURANT 
PROVIDENCE JOURNAL 
SPRINGFIELD UNION 


REPUBLICAN 
CIRCULATION ...... 392,132 
LINE RATE... _.., $1.30 


PACIFIC COAST 
GRAVURE GROUP 
LOS ANGELES TIMES 
PORTLAND JOURNAL 
SAN FRANCISCO CHRONICLE 


. Six Groups, 43 
mighty newspapers, the coun- 


fifty mil- SEATTLE TIMES 
CIRCULATION...... 795,922 
Sunday, LINE RATE............ $2.05 
rightful 


place in that narrow circle of 


select media which always 


commands attention. 


GRAVURE SERVICE 
CORPORATION 


420 Lexington Ave., New York City 


360 N. Michigan Ave., Chicago. Ill. 
General Motors Bldg., Detroit. Mich. 
284 Chronicle Bldg., San Francisco, Calif. LINE RATE 


SOUTHERN 
GRAVURE GROUP 


ATLANTA JOURNAL 
BIRMINGHAM NEWS & AGE- 
HERAL 


DALLAS NEWS 
FORT WORTH STAR- 


TELEGRAM 
HOUSTON CHRONICLE 
KNOXVILLE NEWS-SENTINEL 
MEMPHIS COMMERCIAL 


APPEAL 
NEW ORLEANS ITEM- 
TRIBUNE 


. CIRCULATION...... 838.873 
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Light Company Is 


Ready for Calamity 
New York, Aug. 18.—The Con- 
solidated Edison Company has 
an advertisement ready in local 
newspaper offices to be released 
after a storm which would 
darken the city and necessitate 
the use of electric lights during 
the day. The copy discusses | 
where the electricity for light- 
ing business offices comes from 
and how many reserve tur- 
bines, etc., the company has 
available for such contingen- 
cies. Batten, Barton, Durstine 
& Osborn prepared the copy. 


Jones Retained 


Ralph H. Jones Company, New 
York, has been retained by the house- 
hold refrigeration section of the Na- 
tional Electric Manufacturers Asso- 
ciation as advertising counsel in con- 
nection with some special marketing 
tests. 


Member Station 
Columbia Broadcasting System 


See 
NASHVILLE 


jd cae 


President. 
. 


Paul H. Raymer Co., 
National Representatives 


LEAGUE URGED 
TO CLAMP DOWN 
ON BALL PLUGS 


(Continued from Page 1) 
games under the General Mills 
sponsorship, Harry Heilman and Ty 
Tyson, are themselves displeased 
with the plugs they read. The col. 
umn declared: 

“Messrs. Tyson and Heilman are 
gentlemen of intelligence and pos- 
sessed of finer sensibilities. The sort 
of gush they are asked to read to 
boost the sales of a breakfast food 
figuratively turns their stomachs. It 
turns them so much that one of them 
decided to retire from radiv broad- 
casting at the end of the current 
baseball season.” 


Stricter Censorship Urged 


The article concluded “For the 
present medicine show type of base- 
ball broadcasts you should least of 
all blame the Messrs. Tyson and 
Heilman. If any blame is to be at- 
tached it should go to the American 
League office that apparently leaves 
the balderdash uncensored and un- 
bridled.” 

At Station WWJ, officials had no 
comment to make, They said that 
they had no control over what is 
written by the editorial departments. 


Willson with Hurd 


Sidney L. Willson, former presi- 
dent of American Writing Paper Com- 
pany, Inc., Holyoke, Mass., has been 
elected general manager and chair- 
man of the board of George B. Hurd, 
Inc., New York, manufacturer of 
paper. 


Sales Tax Book Out 


“Sales Tax Laws — Western 
States,” bringing together texts of 
all “sales,” “gross income,’ and 
“use” or “compensating” tax laws 
of general application for all states 
west of the Mississippi river, has 
been published by Commerce Clear- 
ing House, Inc., Chicago. 


The City of Moline-Rock Island, IIl., 


Tri-City metropolitan pie. 
a distinctly separate part. 


ENJOY the 
BIG SLICE 


of the 


TRI-CITY PIE 


comprises 57.1% of the 


The remainder, 42.9% is in Davenport, Ia., 


No single newspaper gives adequate coverage to the ABC Tri-City 


zone. But you'll certainly get the b 


ig share of sales through advertising 


in The Rock Island Argus and The Moline Dispatch. 


Two potent evening papers, T 


he Dispatch and The Argus, reach 


98% of the homes in the Farm Implement Capital of the World— 


without duplication. 


(ABC combined, June 1937—33,324.) 


Largest numbers of men employed and largest factory payroll in 
the history of Moline-Rock Island make this territory a bright spot 


indeed for resultful advertising. 


A Member of Illinois Markets 
The Allen-Klapp Frazier Co.—New York, Chicago, Detroit, St. Louis 


Nat'l Rep. 


The rates for this department are as follows: 


“Help Wanted,” 
“Representatives Available, 
cash with order. 


All other classifications (single insertion rates): 


$4.75 per inch. 
insertions. 


“Positions Wanted,” 
30 cents a line, minimum charge $1. 


“Representatives Wanted,” and 
Terms: 


% in., $2.75; 1 to 3 in., 


Write for descriptive folder describing discounts for term 


POSITIONS WANTED 


REPRESENTATIVES AVAILABLE 


Creation and direction of successful 
advertising and sales promotional pro- 
grams for General Electric and other 
nationally known firms over a period 
of years enable me to offer expert 
judgment in handling advertising and 
sales promotional work for a reput- 
able firm in need of a cre ohve execu- 
tive. Am but 33 years of ag 


Box 1201, ADVERTISING AGE, Chgo. 


COPYWRITER—Newspaper trained 
as reporter, rewrite man, copyreader 
wants chance to combine writing skill 
and ability to influence people (proved 
by exceptional publicity work) in 
productive advertising. Able, willing, 
intelligent; 28, married. Some adver- 
tising experience; copy termed be- 
ond the ordinary 

ox 1202, ADVERTISING AGE, 


YOUNG MAN—already in charge of 
advertising for an _ internationally 
known firm, now ready for a larger 
job. Thorough experience in Space, 
Direct Mail, Dealer Helps, House Or- 
gans. Agency Background. Original- 
ity plus carry through knowledge! 

Box 1200, ADVERTISING AGE, Chgo. 


BUSINESS OPPORTUNITIES 


Chgo. 


Wanted—syndicate advertising or 
sales promotion material or services 
to sell in Ohio, Eastern Pennsylvania 
or New York state. 

Box 1199, ADVERTISING 


AGE, Chego. 


FOR SALE 


Adv’g salesman of exp. and wide ac- 
quaintance is availab e in Mid West 
for one additional publication. 

Box 1198, ADVERTISING AGE, Chgo 


HOUSE TO HOUSE DISTRIBUTORS 


Guaranteed weekly circular and sam- 
ple distribution to 20,000 homes in 
N. W. Nebraska and western S. Da- 
kota. 6x9 or smaller, $2.50 per 1000. 
ASSOCIATED DISTRIBUTORS 
Box 5, Ardmore, So. Dakota 
The house that service built. 


TEXTILE ADVERTISING 


Woven and printed labels and adver- 
tising novelties for the clothing, head- 
wear, furniture and allied trades. 

If it’s woven or printed on a textile, 
we make it! 


LEON FREEMAN 
404 S. Wells St., Chicago, Ill. 
Phone HARrison 4267 


MISCELLANEOUS 


oxecutives!! Purchasing Agents!! In- 
vestigate economy photo-offset af- 
fords! Reproduces illustrated sales 
letters, price lists, bulletins, booklets, 
sales manuals, etc. Costly typesetting 
and expensive engraving are not 
necessary. 
300 COPIES (size 8%x11") $2.50 
Additional hundred copies 25c 
Lower prices in quantity 
Send for samples 
Laurel Process, 480 Canal St., 


PHOTO POST CARDS 


N. Y. 


ey 


Beirnes Is Out of 
Standard Rate & Data 


A. E. Beirnes, with the organiza. 
tion since its inception, and for many 
years an officer of B. & B. Service 
Corporation, Chicage, publisher of 
Standard Rate and Data Service, was 
removed as secretary and treasurer 
at a meeting of the corporation’s 
board in February, it was learned 
last week. 

Mr. Beirnes, who is secretary of 
the Chicago Federated Advertising 
Club, still holds a substantial block 
of stock in the publishing company, 


WWJ Establishes Chain 
Break “Free” Period 


Station WWJ, Detroit, has issued 
a new rate card, establishing a new 
“Class B Special Classification.” 

This establishes a three hour 
period, Monday through Saturday, 
when no chain breaks or inter-pro- 
gram announcements will be broad- 
cast. 


KFRO Offers Prize 
For Rates Advice 


Station KFRO, Longview, Tex, has 
invited 500 agency and station repre- 
sentatives to participate in a contest 
on “How to Improve KFRO Rates.” 

The prize is $25 and the contest 
closes Sept. 15. 


Publication to Exhibit 


Luggage and Leather Goods has re 
served space in the Hotel Pennsyl- 
vania to exhibit a “Museum of Old 
Time Luggage” during the week of the 
New York Luggage Show, commenc- 
ing Aug. 23. Individual pieces have 
been loaned by collectors and repre- 
sent models used hundreds of years 
ago. 


MARKET ANALYST 


Consulting Executive for 


CHEAP—FOR QUICK SALE SEND one SA OF ove Large Corporations 
20 DAYTON ELECTRIC COFFEBR| NEW OTC - le new an a." 
MILLS (used) ; 3 vears old; excellent neve en in wes bs | a eden. ja - intelligenss—-Sapetenee— rganization 
condition; 4% and % H.P. motors. Will] sults. on’t overloo is opportunity 
sel] at real bargain price. The Ameri-| for additional profits. Write today. ARTHUR C. WEICK COMPENY 
ean Products Co., 3265 Colerain Ave., GRAPHIC ARTS PHOTO SERVICE 20 W. ane Blvd. hicago 
Cincinnati, Ohio. 3rd & Market Sts., Hamilton, Ohio abash 5379 
heat Fund Created Agency Appointed 


By Chicago Club 


A special loan fund for the assist- 
ance of young men and women in- 
terested in advertising has been cre- 
ated by the Chicago Federated Ad- 
vertising Club. This will supplement 
a scholarship fund set up several 
months ago for the same purpose. 

The fund is maintained jointly by 
the Federated Advertising Club and 
Northwestern University, with 20 
Chicago companies co-operating in 
giving part time positions to stu- 
dent selected for “interneships.” 
Kenneth Laird, advertising manager, 
Weco Products Company, and presi- 
dent of the club; Chester L. Price, 
City National Bank & Trust Com- 
pany, treasurer of the club, and 
Lloyd D. Herrold of Northwestern 
University comprise the committee 
selecting the students. 


Standard of Indiana 


Awards Survey Prizes 


Keeping the windshield clean is 
the most important service the gaso- 
line dealer can render the motorist, 
in the opinion of car drivers from 
13 states who were awarded prizes 
in the service survey contest recent- 
ly conducted by Standard Oil Com- 
pany of Indiana. 

A total of $5,000 was awarded to 
122 motorists, with an equal sum 
going to the Standard dealers who 
assisted them. Samuel J. Hurst, Jr., 
Kansas City, Mo., won first prize of 
$1,000, while the same amount was 
paid to George Shattuck, the local 
dealer who assisted him. 


Anfenger Handles M-K-T 


Tracey-Locke-Dawson was reported 
in ADVERTISING AGE of Aug. 2 as 
agency for the Missouri-Kansas-Texas 
lines. Anfenger Advertising Agency, 
St. Louis, is advertising counsel for 
the railroad. 


Calvert Uses I. R. T. 
Calvert Distillers Corporation, New 
York, has begun to place two-sheet 
posters on elevated and subway sta- 
tions of the I. R. T. subway system, 
New York. This is the first time Cal- 
vert has used this medium. 


Breese Moves Offices 


Murray Breese Associates, Inc., 
New York, has leased new quarters 
in the Real Estate Board bldg., 12 
E. 41st street, and will move Sept. 15. 


Jay Emmanuel Publications, Inc., 
Philadelphia publisher, has an- 
nounced the appointment of Ewing- 
Hutchison Company, Chicago, as 
Midwestern advertising representa- 
tive. 


“Screen Advertiser’ Bows 

“Theater Screen Advertiser,” a 
monthly devoted to the theater 
screen medium, has been launched 
by Alexander Film Company, Colo- 
rado Springs. 


Wilson Joins Esty 


John J. Wilson, formerly with 
Lord and Thomas, New York, has 
joined the copy staff of William Esty 
& Co., New York. 


RADIO EVENTS, INC. 


AN INDEPENDENT. PRODUCING. GROUP 
SERVING ADVERTISING AGE verges 


535 Fifth Avenue, a 
ogee Yerks N 
Sodathtal apelin: ad 


Lhat 


In Atlanta 
THEY LISTEN TO 


~ IMPOSING group of successful advertising execu- 
tives and advertising agencies find this a lucky 


number. It enables them to use a service consisting of 


ad-setting, engraving, and printing—all ‘under one roof 

Specially trained men are always on their toes to 
serve you so well that you will come back again. We can 
lighten your burdens—and at the same time produce 
better and more profitable printing for you—at a sav- 
ing of time, trouble and money. Phone Wabash 7820 


FAITHORN 


CORPORATION 


AD- SETTING be ENGRAVING + PRINTING 


504 SHERMAN STREET, CHICAGO + + WABASH 7820 


= ee Ge Ee te ; Ps gs Ae [alae 05 
‘ : 5 walt Feed : hi tee ee it | \ Fc Se 7 ee St - 
a - “s ay NK a bas A Ti a gs ee ae i aoe Be ay 4 ie! Oe eae 2 - Sag 
eee: . aN ee . ae > ie ; ee ae é CL sae ee as “®@ oe ee RE ro % ne Creda K, Sy) 
Sete : , svete hie wale? ag SA Pate + A : PR Nag gees eee ee RN meee ethes a: 
: ‘ me wT = Ba se MMe et ea ore: ae ey, “> : (Vinee Bt. cee Ale ; 
: j si 2 angele oa Pe cK 4 te de PE oe «ye : Pat Ae a tee ee 
siete 36 Pe i eee ae | 
ee = 2 5 
; oe ba s 
e e 
| 
’ Pi 
al 
Al 
: du 
| tit 
| Hi 
| to 
aoa tic 
? - | ee se 
se ee di: 
seat pk Pe ax _—— 
ae ae | kn 
eee oo | _ 
hs 
ae e “ ie, cae 7 Ee | meme Pe 
Site he —— on = = 
Cees 
ae | 
eh. > ea [ 
a * ot 
oe = 
c Aa sis 
Se 
os < bs — to 
a) vind ch aa et . Br 
Bee 3 ¥ saeeanaianedinasiaeedimeatiadinemibitien tame ematietacamiee i tadiea ma 
ae me 
Fe, Ae Sia | _—— 
ii. a 
PE he steals | | 
ier | a | 
Ot, 4 ; es Ps | 
5 <a 7 
ae ans: ‘i 
i as | | 
eee eee = : 
ee —— | 
can | Daa | 
By . | ——eEOoO7'rr 
; — |; 
Ww 1 | —_—_ — id 
at a vege re SS = , 
ee fi a | | 
Rs 
or: x os . _ i 
eee A eae Ais DE || 
a tna ia a. WARD _ | } 
ha: eee Seabees aca a 
hl i oh cane — J =a | 
aaiaieai aa ES = Pe | 
= pegs <3 : | 
rin 
hee cee 
es | ‘1 
See se i 
Be. 3a ae : 
ete oe a 
Wee R 
Fe Mone a f | 
ere ais ‘ 
ae | a ry 
Saran , m4 
eee “naar cen NERC MOP ani ENS EeteNE 
eh ea al 
ae Rah teint pn meratannensmensn nna ll 
a ie Ne ee 7 . 
agg oe om = 
Bes ==——SS . , 
gS ae S ll ; cae hees | —- 
| Sell to MOLINE- ROCK ISLAND — | 
Sg * PP ex: ig P ee i — . : 
eA na Be : ie - il S ; We Oe: vn 
ee i fees wey =i aa ss ae ra han... . ee es 
; i . rigs : ae 2 
ie es es 5 Pe ae pee a ¥ ea a ae ee a alle yi = ute wee x ee 
) —. of the World : | 
ee | F 
. | 
‘eae a ere 
a ee oe * Y oe 2 
seer oe : : 
to aca ae R ‘ —_—~-" } sini i tai 
feet hr A? = 27 i — ———E——EeEE————E, 
eae » R.1.-MOL,, ILL ace : . 
"ar 2 one — 7) PC 
i ee dct " 
ie “4 TN yy ie po a _ A Bb 
a AALS: tt ¥ Soo ma ee De ne S ‘ ; 
ede oe 1 : ae i. ae Be H 
Pe ae Pee aie scameimangionsanetion ; 
gb get Eee, NE. PERN 
wee sr ae € 
Ui eee ere 
Ree tite eet ¥ 
4 ae ee ee 
: ~~ Ae 
‘ iN 
Waa € a 
: Pe ee 
4 Te 
' 
. a ee | 
| i _ ; 
; The aN Gere te : 
as 3 ee Bo ae . WB Sate yaar SE ee GL age : | 
aS ee os : &  & . ¥T A Rit a ee Rca hanes | t 
io es eee ae ‘ “Gees a AIS & a? A~TTO : 
So Bue, Bae? ibe UR ee Me WU . 
i os OR ett nied, te oe oie SL Sa ie Re gu ae 1 
te . 3 ste rd x daa as Fil 2 hy if a O 7 : sok AS ee sat a ee Sig ae es re t 
Se ene Oe Wee ke a.” oo pe 
eau LINE DISPATCH q 
TH ad PoPeae be 


vice 
cr, has 
repre- 
yntest 
ates.” 
ontest 


it 


cu- 
sky 

of 
‘oof 
; to 
can 


uce 


sav~ 


ae 


August 23, 1937 


ADVERTISING AGE 


37 


— 


Secretary Perkins to 
Address CRAA Meeting 


secretary of Labor Frances E. 
perkins will be the guest of honor 
and chief speaker Wednesday night, 
aug. 25, at a banquet to be given 
during the Credit Retailers Associa- 
tion of America convention at the 
Hotel New Yorker. 

Aaron Cohen, merchandising direc- 
tor, has announced that the exhibi- 
tion booths for the convention have 
been over-subscribed, and nearly 40 
separate classifications of merchan- 


BILL SIGNING 


IS SIGNAL FCR 
STRONG EFFORT 


(Continued from Page 1) 


dise will be shown. 


Aspects of the facturers who do not want price fix- 


new buying office of the association, |ing might be able to forestall it by 
known as Credit Retailers Buying “refusing to sell to unethical mer- 
Association, Inc., will be discussed | chants and by being vigilant in clos- 


at the meeting. 


Flexner Advanced 


H. W. Flexner, formerly director 
of advertising of B. T. Babbitt, Inc., 
New York, has been advanced to as- 
sistant director of sales, according 
to an announcement made by L. J. 
Robert 
merchandising | enact 
is now advertising and|which before and after prices on 100 


Gumpert, director of sales. 
Brenner, formerly 
manager, 
merchandising manager. 


ing the latter’s clandestine sources 
of supply.” 

George A. Bender, editor of the 
NRDA Journal, National Retail Drug- 
gists Association, took an opposite 
view from those who claim that price 
maintenance will work against the 
consumer. He cited a recent survey 
made in California, the first state to 
price fixing legislation, in 


products showed that price fixing had 


resulted in an average lower price to 


|AFINEH 


in the 
GRAND CENTRAL ZONE 
Opposite the Waldorf-Astoria 


Single, $4 - - - Double, $6 


Featuring two-room suites from $8 
daily. Serving Pantries, Electric Re- 
frigeration. 


oe 
Spectal monthly and yearly rates 
. 
Excellent Restaurant 

and 
Duplex Cocktail Lounge 
Air-Conditioned 

Music during Cocktail and 
Dinner Hour 


125 EAST 50th ST. 


WM. A. BUESCHER, Manager 


the consumer. 
“This association,” he said, “will 


subject of price maintenance. We 
shall endeavor to put the problem 
fairly before the manufacturers and 
show them the value of working co- 
operatively with the retailers. We 
cannot, of course, compel them to do 
anything.” 

M. D. Weaver, secretary of the Re- 
tail Grocers Association, asserted 
that manufacturers who in the past 
have said “I would if I could” to re 
tailers in regard to price fixing will 
have no excuse for delay now. 

“If they don’t do it,’ Mr. Weaver 
added, “the next thing will be man- 
datory legislation which will make 
them do it. We'll be blamed for 
that, but it will actually be their 
fault.” 

Advertised brands will not suffer 
from re-sale price fixing, he declared, 
pointing out the high degree of con- 
sumer acceptance which advertising 
gives along with volume production 
possibilities. 

The soap industry was singled out 
by Mr. Weaver as one in which price 


WHERE MONEY SPENT 
IS MONEY EARNED! 


close-knit market. Resources 


that you haven't begun to tap! 


Year-around payrolls. 300,000 prospects in a buying mood. 


Per capita retail sales higher than in any one of sixteen states. 


»...and only a matter of hours by air...34 hours from 


New York ...18 hours from San Francisco—to the fifth largest 


market in the West! » Get the complete facts. Send for a 


* 


free copy of “THE WEST'S FIFTH MAJOR MARKET.” » The Honolulu 


Star-Bulletin, Hawaii's largest newspaper, does the job alone. 


STAR-BULLETIN 


Represented by WEST-HOLLIDAY COMPANY, INC. 
NEW YORK - SAN FRANCISCO - LOS ANGELES - DETROIT - CHICAGO 
ST. LOUIS - 


VANCOUVER ~ SEATTLE + PORTLAND - ATLANTA 


function as an intermediary in the]. 


CONGRATULATIONS 


Cc. P. Fisken, 

manager, congratulates 12-year-old Rob- 

ert Ballard, White Plains, N. Y., after his 

victory in the All-American Soap Box 
derby at Akron last week. 


Chevrolet's advertising 


fixing was sorely needed by the re- 
tailers. The latter, he said, have 
been selling products in this field at 
a minute profit or at a loss, while 
the manufacturers have seen their 
profits on the same products soar in 
the past year. 

Speaking unofficially for the Food 
Distributor’s Association, which 
staged its convention in Chicago this 
week, L. J. Schumaker, a director of 
the association, told ADVERTISING AGE 
that a majority of the distributors 
would be aided by the passage of the 
Tydings-Miller bill. But he sees it as 
a measure which would favor private 
brands, believing that manufacturers 
of such brands could place them on 
the market at a price persuasively 
low enough to offset consumer accept- 
ance afforded advertised products. 

Concurring in the approval of 
other grocers’ associations of the 
Tydings-Miller bill today was Paul S. 
Willis, president, Associated Grocery 
Manufacturers Association. He de- 
clared that his organization had for 
many years supported legislation 
which would deal effectively with the 
prevention of predatory price cutting 
and below cost selling. He added, 
“Whether the fair trade acts will 
effectively serve this purpose, only 
practical experience can determine.” 

Significance of the act as a protec- 
tion for small retailers against cut- 
throat competition was cited by Wil- 
liam <A. Hollingsworth, president, 
Retail Tobacco Dealers of America, 
who said that the act would not in- 
crease prevailing prices of branded 
tobacco products. 

The “big four” cigarette brands 
will remain at 14 cents, two for 27 
cents, he pointed out, while those 
which have sold slightly higher will 
remain on the same level. Cigar 
prices, he reported, will likewise be 
stabilized at reasonably low levels. 


Termed Evolutionary Step 


Hailing the act “as another great 
step in the evolution of merchandis- 
ing back to distribution through lo- 
cal units,” Crichton Clarke, counsel 
for the American Booksellers Asso- 
cition, recalled that price mainte- 
nance legislation of this kind has 
been sought since 1911 when the Su- 
preme Court ruled against vertical 
re-sale contracts as in violation of 
the Sherman Anti-Trust act. 

Milton S. Malakoff, executive di- 
rector, New York State Pharmaceu- 
tical Association, predicted that at 
least 50 prominent manufacturers in 
the state would issue price contracts 
within a fortnight, making a total of 
140 drug and cosmetic manufactur- 
ers operating under the Feld-Craw- 
ford act. He declared that consum- 
ers will be the real beneficiaries for 
“consumer prices have not advanced 
but have become stabilized with a 
tendency toward lower levels because 
of competition among manufactur- 
ers.” 


Curious on Roosevelt Okeh 


Sharing the spotlight with the pre- 
dictions made as to the possible re- 
sults of the bill is the curiosity ex- 
hibited in many quarters concerning 
the President’s ultimate reasons for 
signing the measure. 

The President has often been re- 
ported as vigorously opposed to the 
legislation on these points: That it 
was an entering wedge for states’ 
rights and thus contrary to the plan 
of a centralized government in Wash- 
ington; that it would raise prices of 


Earnings of 
Advertisers 


First quarter profits of Zenith Ra- 
dio Corporation were the largest for 
any three-month period in the his- 
tory of the company, Hugh Robert- 
son, vice-president and treasurer, re- 
ported, and were 58.7 per cent greater 
than those of the same period of 1936. 

Consolidated operating profit for 
three months ended July 31, 1937, be- 
fore federal taxes, was $1,122,184, 
compared with $706,940 for the same 
period a year ago. 

Popularity of Zenith’s new line of 
arm chair models accounts in a large 
measure for the increase in the com- 
pany’s business, Mr. Robertson said, 
and the company went into the sec- 
ond quarter of its current fiscal year 
with a heavy bank of unfilled orders 
and production running at a higher 
rate than it has ever been in its his- 
tory. For the fiscal year ended April 
30, 1937, net income amounted to 
$1,904,974. 


vgy¥s 

Reporting the best showing for the 
first half of the year since 1926, 
United States Rubber Company’s net 
income for this half was $4,500,609, 
compared with $2,184,902 for the cor- 
responding period of 1936. During 
the first half of 1926, the company 
earned $4,906,309. The 1937 figure 
does not include a profit of $2,500,000 
yielded by the company’s extensive 
crude rubber plantations in the 
Orient. 

vey 

Packard Motor Car Company and 
subsidiaries report for the first half 
of 1937 net profit of $3,819,057, com- 
pared with $3,520,128 for the same 
period last year. Production and sales 
more than doubled with shipments 
from Detroit and Canadian factories 
totaling 75,638 cars for the first half 
of 1937, compared with 35,732 cars 
for the like period in 1936. 

vgy¥s iy 

General Mills, Inc., and subsidiar- 
ies report for the fiscal year ended 
May 31, 1937, a net profit of $4,303,- 
389, compared with $3,602,193 for the 
preceding year. 

2 * 

Commercial Investment Trust Cor- 
poration reports combined net earn- 
ings of $11,573,865 for six months 
ended June 30, 1937, including Na- 
tional Surety Corporation, wholly- 
owned subsidiary. This compares 
with net earnings of $9,757,387 for 
the first half of 1936. Volume of 
business was the highest for any half 
year period in the corporation’s his- 
tory, amounting to $776,960,975. 

‘vs 

Bigelow-Sanford Carpet Company, 
Inc., shows a net profit of $1,516,179 
for the half year period ended July 
3, 1937, as against $597,795 for the 
six months’ period ended June 30, 
1936. Net sales for the period were 
$15,585,735, an increase of $3,901,483 
over the first six months of 1936. 


commodities to those who could least 
afford it, and that it would curtail 
consumption of tax paid liquors. 

A statement issued by the Presi- 
dent, co-incident with his signing of 
the bill read: 

“I have decided to sign the bill in 
the hope that it will not be as harm- 
ful as most people predict, and I 
call attention to the fact that one of 
the principal objections to the rider is 
that departments opposing it believe 
that it will seriously raise the cost 
of many articles to the consuming 
public.” 

Another feature of the bill, dis- 
liked and condemned by the Presi- 
dent. was the fact that it was at- 
tached as a rider to a wholly unre- 
lated measure regarding revenue for 
the District of Columbia. 

James Roosevelt, son and secretary 
of the President, is believed to be 
partially responsible for the signing 
of the bill. Last month, young Roose- 
velt assured Massachusetts propo- 
nents of the legislation that his 
father would approve the legislation 
if it was presented to him. Tying in 
with this are reports that the Presi- 
dent’s son is seeking the governor- 
ship of Massachusetts and is thus 
making a bid for the support of re- 
tail organizations. 


What's All 
the 


Shooting 
for??? 


HUNTING 
& FISHING 


NATIONAL 
SPORTSMAN 


ARE THE CAUSE OF 
ALL THE SKEET 


Even if you don't know that this fas- 
cinating shotgun-shooting game has 
been developed from nothing but an 
idea a few short years ago to a na- 
tional sport enjoyed all-year-‘round by 
over 150,000 men and women. . old 
and young . . with 2700 Skeet Clubs 
country-wide now officially registered 

. shooting over 60,000,000 shells a 
year . . even if you've never before 
realized what Skeet means in terms of 
new spending . . guns, ammunition, 
travel, clothing, food and beverages, 
added social activities, etc. . . you 
must admit that the ability of HUNT- 
ING & FISHING and NATIONAL 
SPORTSMAN Magazines to sponsor 
and promote this sport is positive, tan- 
gible, measureable proof of these lead- 
ing outdoor publications’ reader in- 
terest and editorial influence. 


READER INTEREST: Active enjoyment 
of Skeet and other outdoor sports . . 
hunting, fishing, camping, etc., . . de- 
mands knowledge and skill which bor- 
der on the technical and scientific. 
*627,683 (ABC) readers —more than 
the other leading outdoor magazines 
combined—prove by their continual 
preference for these magazines that 
they receive from them the most in- 
teresting and practical information and 
entertainment available. 


READER QUALITY: It costs money to 
indulge in outdoor sports hobbies. The 
*627,683 (ABC) readers of HUNTING 
& FISHING and NATIONAL SPORTS- 
MAN spend $72,000,000 annually just 
on equipment and trips, which average 
37 days per man. This luxury expendi- 
ture proves that readers and their fam- 
ilies represent a quality market con- 
suming an additional two billion dollars 
worth of other standard goods and 
services. 


READER ECONOMY: Advertisers are 
selling this responsive, good-spending, 
market of *627,683 sportsmen and their 
families at the lowest rate per reader 
in the entire prosperous outdoor 
sports field:—$3.82'/2 per line, $53.55 
per inch; $2.57 per page per thousand 
readers. 


*700,000 ABC Guarantee Jan- 
uary, 1938 Issues. 


Founders of SKEET 
275 Newbury St. Boston, Mass. 
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sth FIVE 65 - Million Dollar Zones 


oe 


The i Dallas Market Leads 
GMB Dallas’ 2nd $65,000,000 


3 : s 
Southwest in 

e. EEG Dallas’ 3rd $65,000,000 
million dollars in retail trade an 


Sr sind 501 RE TAIL 
—) [Eig Dallas’ 4th $65,000,000 
 * TI) Dallas’ Sth $65,000,000 Ss L EB & 
) | Tm 4p Ne gee arbitrary unit—how many such units 
(ny 75 oe oe SN should a good market-area deliver? 


Houston has three. San Antonio 
two. Fort Worthtwo. But Dallas has 


five. 


And all five are included in the nat- 
ural territory of The Dallas News and 
Journal—those counties of North and 


East Texas which are Texas’ “Major 
Market.” 


With every crop reaching bumper 
proportions—with prices of every- 
thing holding at surprisingly high 
levels—this market lays more than a 
passing claim to being NUMBER 
The ONLY ONE American market in potential 


5 -Zone Market sales per capita. 


Texas is not a single market. 


It is too large. It is made up . T 

of a number of market-areas, in exas Train our guns on this market this 
each tributary to a metropol- y ad | 

itan center, each subject to a The U.S. Department of Com- fall and winter—and let The News 
major newspaper influence. merce’s figures on retail buying 

~My * eal a, power for the year 1935—the most and The Journal help. We are ready. 


recent survey—shows that — the 
Dallas area is the ONLY one of 


Texas’ five or six metropolitan dis- 


Dallas Journal its No. 1 papers. 


tricts which contains sufficient re- 
tail buying-power to make FIVE 
units of sixty-five million dollars 


each. 


THe Dattas Mornine News 
THe Darras (Evenine) JourNac 


“Texas Mayor Market Newspapers” The Black area is the Dallas market—37 rich agri- 


cultural counties the world’s greatest oil fields— 


hustling towns—-and Dallas. Within this area live one- 
fourth of the people of Texas-—a prosperous, compact, 


John B. Woodward, Inc. Representatives market, adequately covered by these two papers. 
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PHOTOGRAPHIC REVIEW OF THE WEE 


GIVES GRAPHIC POINT TO SIMONIZ' NEW THEME KRAFT-PHENIX CHIEF BECOMES "TALENT" 


Kraft-Phenix President J. L. Kraft takes a place with the radio stars after appearing on his own show, Kraft Music Hall. 


Sur- 
rounding him are James Stewart (left), Pat O'Brien, Constance Bennett and Bob Burns. 


STREAMLINED DISPLAY IN SPEEDY CHANGES 


POETIC PROMOTION 


= Y 0 U pom F 


bee 60 _ New: Se ee ce : 85 ECONOMYEL 
— the dials , % | : = PERFORMANCE plus 


Car models are changed at two day intervals via a portable ramp on this novel 
streamlined outdoor display created by Murphy, Inc., for Automotive Twins, 
Bridgeport, Conn., Ford dealer. 


| This eye-arresting illustration is the latest presentation of The Simoniz Company, 
Chicago, in its magazine campaign around the theme, "Your Car's No Nudist.” 
| Frank Lewis prepared the photograph. 

} 


CANADIAN RESORT ATTRACTS U. TURNABOUT MAKES GOOD PROMOTION 


I used to tremble 
and turn pale 
Whene'er I climbed upon a scale... 


But now! I keep my curves in place— tee cif ar Me i tes Kothanodes 
I took the “milky mode” to grage! — ye a Zz a 

' ay | UNFAIR 
r poe sheuderiging om : " 


fe 
vf fos 


| a aaa BUM 
m= MILK tt: BEFORE : ' i ¥ m wy BATTERIES 


Co-operative copy of Indianapolis milk 
producers and distributors rhymes an 
effective slenderizing message to women. 


In this informal group at Preston Spring, Ont., are Bruce Barton (left), BBD&O; 
Northrop Clarey, Standard Oil of New Jersey; Bernard Lichtenberg, Institute of 
| Public Relations, and |. D. Carson, of Preston. 


ARMSTRONG LOOKS TO THE STARS IN FALL PROMOTION In New York, this battery service station operator reversed roles, and hired a 
"picket" to promote the new Kathanode battery, with the consistent phrase, 
: “Tie 3" ty ts Po ; : ie << "Kathanodes unfair to bum batteries." 


PICTURE ence TELLS GIBSON'S STORY 
Tae eee 


| 


— 
ase," rOnGS QUANER WOES 


 ~dptetetatgtae’ : 
pe DOBUCEOMABBEE YO RODE 


roe mer SRE. CTE T Sn Wn SERS ee mre 


Fall promotion of Armstrong's Quaker Rugs is tied in this effective point-of-sale display to an offer of a free horoscope book. 
National magazine advertising in full colors will support the merchandising. 


Three-step photograph sequences graphically support Gibson Distilling Company's 
new window display spotlighting the theme, “Gibson's Goes Down Easily.” 


ae tae F Cas gibi i Pe Aa eRe ae 
Ce. ey 'y weigerey Mr ahs ae a re 
oh : er aee: 
. wm, 
ae 
K -! 
i 
a 
43 ‘ ee 
i 
4 4 
. - sy mie 
, int "TT "er, 
a * 3 J a Mn ; 4 7 a f ' 
. 2 re vi at ee ae a,c 4 a. © 4 " bs P : : : -~ ‘a 
\ : = a t - ; ae 1 & Se a ie | : , 
: , : ° > Bel ; he, ft! ‘ : : } 
gy me, Eee ie a oe « eS " i AY > 5 ¥. ¢ te ra * . 2p sa? ry 34 Ps 7 A 4 J , 2 a 
‘ ' , uf Zp Te pee OM, SG ot) |). fae te . : ia ARs: 
. a a q 4 Ye Yea | Sas ae | ey —_— > 4 | ‘5 rage 
es ‘ an Ys ;" ‘i ‘Oligo ; fae | g . : ; ) ee i : 4 oe 
ar 4 ft 5 2, \Y te % ef a ; | i , ate? ‘ } ws ee ‘ 
Ws 2 i ian ee , \i \ ‘ee ex ; ¥ me if 4 ee e : 3, 
ca ft Be : es ses eb : > a a a dl ¥, . es 
7 : , a nm i" . te f ee ben 3 <2 \ Wi "@ ‘ — | “tis R he hey om ae . Rat Vale 
a ; is SY ei eS ” fae. ot, agli ee 
: «ales a ee aan ee ah : —  - ‘ 4 aN F. Be By bh ie " a - ae é ey = 4 4 i ies 
Po ice " * te i ae 2 Aten £72 4 Z cf pee a 4 ‘ Be he oe : h a ¥ a t ee 
a Rt 8 Se = ee a. sata St ile bs Wee ae Mier & 2 gf ius? ee 
_ air. ees ae ie » “oper, <1 tan eames fe A i ee ee Pe ; \ VE SN ope ee eee 
Re SR ee | ee Re | ke s 4 “oe aes ek re Serres | Sa sas ae ee ae - Sees Be, ei ; eee, 
“ie ae eer 2 ee Fag! " By = rated er iemeentl fi Me “es ee oe ee a pty . 4 Wats a 4 _ | a 
ce pics persone i. ae is ard ‘ Sydnee. RCL | ea i, a ad ae : ee. 4 + Bae : Re ee 
es ae oe EEE ENG ee i [a tid ae 2a ie P SE 2 eR Obie. ae a ‘ae eee Pe : ee tae 
BU ee ee be ee fal! RR ok : Pe Soe a a a a Laat loe kee Ne 25. °° ans 
oe a: lle, (Ce Poy!) a oon dl ome, See PO i nee 5 ; ae y Pa Ga sleep ee Se eee 
a a a Bi ee an tui see ee: Nee — ) 3S ee foe 
{ A ae val ' co ta i Pt susrnee e al 64 EY: a = Pe ae oe é j * Ge. 3 a — J Res Ge ee :. ese mi Be tees 
Ee EA le eee eee een at eee ae ss, ia nt rey tee ee Te cet Bee om rte! a ee ee 
— ll a! D a She phe a eee - / ys ae ee The 
ERS iP ae eee MS ne - ton poe “ 42 - ‘ a dete: Osa, ees eae ay a ky oer z "= 4 . tt a ee. ed in Re ed 
"Sh Saal ja eee —— ee ern eS 4 Re es ee | ge a Ss .. a Bee Vash a : Bes 
vis Mee i | 3 i i oe . ey ‘6 ee te r at : < e ‘ ay _ ii Re, atk : \ i 
Ba Se tee Feat. eo Mee a oe: ne me, : ae he Ee = ae eg Coe 8 ee ‘ hse ee eos eee ake a i ie 1 ee 
A ies op ee : Beer rm. 7" Sraae i |. a Be a ee tare tee ets an is » ae = Jae ole al ail id om ay 3 tae itt Ger. Pte eee mig’ an ; eee 
Bl. ae : hoe + pei — OL oncan Pape is Ss Be, Sa Relat 5 BE Mere clk ee A “ 4 oe Sie Be Abas in A e., a 3 "7 . : ri a ae ae ; B20 te 
Te Pett bal S ae ai = re aaa ee ae Pie Se ene ae eee se Me i ae. ees) ak, 3 ae ; Feces ee ‘ ready $i SN ates on Pe We 
ae eg nee - - a eee hea ee es re 2 Oh act apa 2] Se he ee ae. lp ee fee fae + ear or « eee: 7 ? 4 Se ce sae eS Serene So eae 5 ay 
a ie: oF gk eS, eS ee re eee 8 ou Lee Gee 4 
eR eee oy ae pee: ee ie — || ee MS a ee ee ce ae = AES ier ; ea) 2 es Sem ti : AES 
ee aa ee . Sas Fal : ii et eee. ‘ i A eee oc ten : SO pene ae i teh es Ce ; pet eC ee ae a ae 
Bi te a pe : a Be " sy ie ae a 4; : 1G gles Sew ~. eieg a a ; “4 eae af woomieae Neate ar ee 7 eae 
wel ae > é Pee nts 6 hes : cee ~ ee in Ee SS ee ee. eS Pee Wi os opment Be Se : ai hess Ree | \ ice 
Br eto 2 Ss ee ee Bre eae pa. eee ae eet Be ee i = Bs or i eg dt | ie ae 
oe; 8 ne aa Sage = Pie . : ; : : ; Ss ee ae : 4 dash gia tue mes f ‘ : cage 
aa ‘s on A ; eo us F ‘ in ‘ : & . eae 
Co +e: lO 3 3 Bd a 
AS See, a aa we ee —_ : he ee 
Bete ; ae aa a : ; ao ee a> 
| Set de a ee " ng eee er a e. , POR ue 
| eS oa bk en a. ae 
ee es eo. ee ae oe ° ie es 
. Spee ee Sl ee Baus Big: Sion oe ot. 2 
ee ere on, eee iy ~ E ee 
ie ne a ore a pot ee an . *. be oe 
aie, eee eRe | Rt TR Stearns ; : ; tae 
es py 7 aly és rage: wet es Aaa 4 : ee es. / Wes 
Cie. ts NGC. Atos es Bees Petia ae Y : ieee 
oe | << gepamees Pee Waites. Been: sitarg 7 7 Ra ee ; Beers 
ie ee is Srila. NaS, : Doi. ann eee. ert oo 3 
| ee wa tad “gies “3 eae os ae, <: a 2 ae a 
j re a Sot eae AR ae ae q 5 Ee ae 4 c Fe ttt ‘iis 
| a a ey “— ee "mR an ae aa a ok OK ER 
Rae ee te See aki .. oa —_ 1 ee Wen tk. ee Be Pi: 
} on +7 ee en b: a ae: ¢ a . . ee enero rr oaneneaeenaenesienanemnennematemmannea . Be Rec Bi ats, 
| “a ae a - — ‘ ee ee . : aaa 
ee acs Teh a . Ps, ve 7 ie ae e 4 . % : a ae. 
} ot : d eee = a ar eo eos Sadia as P ‘ ; > tl bo 
| 7 ese lll Ne te gn igs cael A : ee 
| iets ey ee oe ce gemma 3 ee a a 
| ‘ee er atte Cie a oa 7 gise ton ‘ ae 5a ; MEW ENGLAND S LARGEST FORD Anco UNCOLN OD s ee ? ono 
rp aa takes EA a eae i Luk eee oo Oe + ee SOR ee ‘ x Baio 
Seti a ee oe ad ey eee ae el ND f 3 & a » eS ete cos 
aS Seca ted Se at a ee SE ee ee 7 ged aE. 
Fae OF ee amie R so ee et 2 EE af eee wear 
| ‘et - ied se ek oe lee ane a F oa 
| ded ‘ =) 7.” ee Pe wee ede hue . q eo 
” og | ae «ee Le oe, 3 <p. eis a Zs i etal 2 
a Se oes eee ot Eee ae ener y ee : 
ae ta ee = ya ca se Rea ee Oe OT eK NTA es, an SUR i Pe be Boo” iad \ Soe ies EN me 
ce Che, 2° eee eee Se ee Fi Ne . ee 
ie Di eS ee Me eS ee ye ee oe ee oli - poy —— | SWwOW ROOMS | ee a e 
| iS je eee ae be 2 agers ee Saree Maa rs Salad “9 ee = : oF We Soe — eng — as OMS: ee a 
| ee ogee oo ene Cae ee ae ” a > Sa SS SS SS 3 
a ea a Net es ree ee - S a a prem cs Be. oes ca q my “ it : me —_ ee bite, of _— ze gs 
| eee ps Re ee a eR oe ; 4 “ x os ate 7 - 2 ® ad BER 35 4s. acy — AR Rees 
Pr ges Ww Bes - Me 
ees ©. ide... ay 
oS Mes. ee é Ee 
ss > ae a a 
d ana ice » 
aa x > Lie ot 
“§ Be tie Go ee 
a) ie? a ve 
: ee rie 
' he fi fe Ps iy, q ba 
| ——? : patitart . : oe : 
4 * ‘d é > ; : + ee : SR of. ae | » ea Y 
Pee Pe uae: fst se) % - *. ae ae P cn + ie S.. ae if “AY bs a : s ae 7 is oe ¢ 7 : PE.” “Fe ken volte * ; 1 _ “x cz dr : 
Ae RT a, eS *e ws > 2 i Si ing SS es Pend hee en. ea ae ae} ae PO ae : , ae Pe 
he aoe Be ea sree co, en : = t %\ =e & ge ies sae Es Bi an i ocr Sd ae ull § 5 | i eee ae c 4 "2 
ee Oe rem at  t. iae —— : ‘3 ; ; MA Bee SE | — rr aay) aee i, err As : a Wo 
Belay a ne ‘8 piteeal ies { ¥ 5 e » : SS eae ieee eee es OE Da ern caer as ALR es Sh. ie ee — j j 
et nae ete sa hikes aera] si Z . ; i a 5 Dement, ft Be cee: Sie ee, a " Ay é ; 
| fo f pce se ly Sa AS NF . ae aad _—— A 7. y Be ee oe og ae — oe et aA r ie tin 
| “Ome ee i. : tong — — Bem Aly, ‘Ose. a eS 
a. G ’ alte & : . wie ‘'¥ é ay are See bate ee BEG A rs ae es 5 A io ; pe ar aed ne = Be 
| ie > “sees ee 7 os ee ae fe 3 as Pe i, ee ee es 4a Be. ee 
| j ee : SSS EA fe. - Rog ; ia — ; ef Bd i Coes i Bs Bei od - ‘ed ie 
a er Fi tee Pe " iv ’ “4S. oo ae . F by bay Pen ; oS i. 3 hee 
ee oa ee oe eee . . re a AL'S Peon in ' en arene 4 - 
Rey PCa; rT ous . me wy, e “ So ‘4 = ae eee . cs : 
: * | x 2 Pt Se ne ae ; og ip ee eee " ate = ' ar) ee " 1 
| - rer ae ei Sek pied ‘ea . on doh fA SS {| é be a _ eae 
ere ie. ee bj a3 be i csatiat ‘ Bie em el. Se mdi he ees s ioe 
ee ee Oe oe % Ln nee f - we ea 2 
ees — gg KN pee ~ oon, i agi } ‘ eae ; = x 
Me Ne \ $i gic nee € & ii aie: a 3 a 
* 5 ‘ io ry Wh a . ae x a Ee 
. oe a = Ps Ae 
sty re, a - BBS - / H a p! ry 
Bee 4 bi rag a : j C £ q ? ve : ke Ps . 5 
| Beet: ie ci y ; wf be Dy Se Ae A a 
, ‘ a ca di at _ . i im . “ re Sie ‘ ‘: . i sae 
Ee een cae. de. a Fi eee eee 
3 a a 2 mae tos i ax 
| a 4 % j Fi arg Sy : ae eel 4 i ’ 12 is " : et : Be ioe , 
—_ icomcks na! ae ; - . - : * ee 
Cy a we : “4 7 wa ; ss a fee ee : ae 
am : ' os “a j i ae. a SAS Seager vee cae a 
* nee * t ce ek eee ae ite i eee BB: a 
| ek nee ae ee ‘ | fe ie x ie . Pte 
Oi os eens oe po eeey ix ee - hse: +3 ae (aoe . ets ee 
m Fe eo Hh eA lit " ie 3 ee < re Fer tg ‘Ta ee ee mae 
| f3.: oe ie LG, ek Pera Ee i uli : - —— os a eee 
ees 5 ak neh hl ay Rie > AN oe pat ie £m 3 ae S : i : : bus ae arenas ae cy 
Lees ‘ , a ; ’ » tb ‘ SY cea er pl Bae? i‘ * ‘ ; : oe 7 ees co oe 2 Bae ae 8 ates a ge tec 
’ ene nia bet : . Ra oe sannnee eS —,  -_ = ? . Ba ic 
RE | ao. oe ; e cee g 
aca a of ‘Patna. a e.. i : : ‘ : Tage ef 
PRR ae a A cee 4 Fee i ‘ 
+ <a fe ge OL Se Re oe ella . . . oe er 
jae a amis »T gy’ ig aa wy ee Val 4 $ oe 
- 3 Q i Coated = - : Mk i ‘ ae $ a ws 
} ay, PIT tig . * ee ae , <a Se 
ps a a Pa 4 ; ae * ae ood 
seat oa 
Bs € pp 
ms : 
a, a8 a 
. | erty 
2 : as 3 
| ai . let se on PEE foil ‘ P Vig EE! a. PA un ae ee, 
} 2 % ‘ Neh bay ORL fee? »ntL o Ge is e or oF B. ROW . cal ‘: 
“ . ? ; Fo. Gann f° satan we fet, ? ue tg fe % 2 eed oe Noarlt ag 
é £ > & - 5 Git: — ; ? Sat oe AO Sa 
oe ese See _: i. ABS done. Bi hewn A i “ — os fe, ERS 
pees ABMS) KON: — Vo. io ey ¢ te ot . is whe a & wt may Re . BMS THONGS NR ir "Xt s et ee 
; od oe as ee el Pe oe eo ee — zz  — ae 
Al Le a Fr Bae ‘Sd tong | Nee $ Le 7 er y , ro eae 
a TT ‘ . 2 ° me *. > a wi ae ~~ rc «—" / ‘ . oe eS 
’ <a I ae 1 | {eae r Fay o, BE es Reo oa wa . ‘Ya tT i € ie i ; Bete 
EY » “ae i my rik ep ie 4s c ay ae ee q eee Pt ikea g % ae 
. \. Acq sade aL ite *e my el eo 5 : 5. 5 ee * roe , 3 : ; acy 
os em im 4 zt + oe » At a c 4 ‘ ee F) a Bt eS ae 
i) \ ae = j at pe i) pe fs . ° - + ie Ms % 2 i} . ' toe 
#4 — ‘ » @ es awe a 3 B dawn FSC ie 5 y « gre - i: ¢ pe ' ; i : ; ht Fe =o 
= > | = As mt rw . oe t ee i ae 
te adr. Wa é e . rs oS “Sain } at ; : j RS es = 
} se ‘ i 2 me ee gud : onn® NEW S;, ths ) ; Ze {0} & ps Eee mt | ies > a os ee 
| é * a 4 RS A = rs ra yooh =: . , ; , . 2 
ey 2 t S * aa The ,* ee . > ae! tye : . a 
e: ; Ge ‘ PS i. Ae ay a Sano (fh. * ea : : ieee 
| " i oe | Sh ee | To af? Gi Be 
* * oe Paty 2°. | ere yg; a. ' a ; ~$at) \ igs 5: 
3 ~ i © @f wm aa ae i Oar NG a i eA “6 J a 
: ba Se eS tae ee q io a te ‘ ee 
| i be | 2 eee ARMSTRONG'S (te o Souk (\ ~ nL eal , - | “Oe ee 
= we 1 eee oF QUAKER RUGS | a —. aa PUT Pa : — 
4 hw “ ~ oF - . U vy Sud - 1 iss en 
= 5 q s ' | o ee ¥ : Fs 3 ag SS As Se oe } * sage 
i ; ; ; 2 42 i? Po ‘ Ca t+ +; Eas . ry ‘® 4 en 
| a ye : 1 * ot — as a bd + = » : ne P- ch EP , | Pac 
| ; im ' ie iy oe Fae © ie: ¢ , 5. naar . eS ; i i t 4 hs 
y Ae ri " . al tod tiv] ~ ,% — as : \ ~— wy \ ss = ‘ f 7 yes 
| age “se o - en = a ee i — : Se 2 = Re 
| ite a " > GC 1 4 ‘oe uge P% 4 ey @) d E Ps ce. 
} ry Si - » ; ie  Gansee re ; . H - . .  ) ‘ “a 
| 4 ¥ a , 0 f . - . 4, 7 wi . a 
} . Fs o os 4 ' fn ~s ¥ ov? FOR per * FH DEN Vi " er N r) i “ ; = ie 
» re ER es Ba oe Pi; ee ae Sal ~. é , War iy . Be 
Co ee | ean ite a3 ey See Seite en = '.8 wot oe 
ee ere oc crtE! pm Lew AIRE SEE You ge ag oc. ; , i. ~ 
| Dec 2) ‘ a ee ‘ baad ote, 9 BOOK . SS eT ie 4 * 39 > X, 4) - ges — peri 
Po GN wor es * sce: ~ Ane es FR ‘| _. 
: * = . ais has ’  \ameet — - bs : ‘ ae bey 
Aiaiitriv ' Se esta z ae  GEAUTIFUL MEW DESIGNS ~ EXTRA LARGE SIZES as =“ Ves be pao oct ae reve Sositiaring iY es 
we 6 sata / ee «nee AES Se *\ > ee ee “mew Os ogg ; Fe a 
gan 20 -F702 — . ext ee Lf ay so N Sedu tees wt? ee Sa 
" ’ > : 3 ay > > ig . c- os = core 
“Se, — aa was <-> ae % OE, : _ re 
ey.) So a ee “Ss! : wha’ we ae . ee \ hae ae 
, “ ~~ pes an eaittl ow pa 3 v2 ane. bie a ¥ ee ay Pa ee ee ~ i Hoa’ ae 
aS a) - : ad “54 > le yt s ¢ -— & be “i's Se Sam 
f _ 4 ~a o7 ban cad =) Ns ‘bes == te me "de ae hoe ee a ~ 2a - 9 Ss 
—- SLE ~ Showd Slew — eee =. eS eet a ee ; . . - ee na a ° a | Si 
Sera 
ECL a 
yo gaa ed 
E Ts 
ig eae 
arin ee 
04 OR Es 
es he 
i tit te eee 
: + ee 
fe 8 ee 
2 ae 
. , Bs ae, 
ji ; : Es e. _¢ ; . : oa este ae : AG Sapte PSE id ae Se Gat ae! Os tee fe ON, 
oe sii a An Ra { ; a3 ra : : re ot fea a Cure Z \ Oey Jd ete Wer oa eet MES ena ee re Seen - ¢ ays Se STEN S eee are Se aoe a rire Bi ie . ; sis 1 ee ‘ 
tas a 4 : Sage E eg a ee ae ns ns dates x, Prins easing Pen ee ‘a eRe ean) caves ‘ Sue e sat LY ge eee d ; fo Ge aa 2 res i Sy toe lite iE ; 


oe eae 


ADVERTISING AGE August 23, 1937 


4 ee, 


Beware the grown-up 


who asks no questions 


‘s 


To parents of an inquisitive child, no peace. 
And small comfort in the thought, “It’s just 
a stage he’s going through.” 


If it is, too bad. But if all his life he keeps won- 
dering, asking questions, he'll likely grow up to 
be President—or a TimME-reader. 


For in this inquisitive world the people who get 
ahead are the ones who do the most asking: 
“Who?” 

“What?” 
“When?” 
“Where ?” 
“How?” 
“Why ?” 
They turn to Time. Time gets all the important news 
of the world into their heads and makes it stick. 
That’s why Time’s important to them, why they’ve 
voted it “The most important magazine published.” 


Curious too about the things that touch 
their daily lives, Time’s readers want facts 
and reasons about the things they buy. 
Telling them in Time is the way to sell them. 


TIME 


The Weekly Newsmagazine 
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